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INTRODUCTION 



Cooperative education is one of the most vital vocational education 
programs today, and certainly, marketing and distributive educa£ion is 
one the leading cooperative education programs. Because of the 
importance of this vocational discipline, a handbook is needed to 
.assist the- marketing and distributive teacher-cdordinators. It may be 
used as a -guide* to assist the beginning teacher -cocfrdinator with the 
resource material needed and to provide experienced teacher- 
coordinators and administrators with a ready reference on current 
procedures and practices. ' » 

In an effort to provide the most realiable handbook possible, only 
experienced vocational teacher-coordinators and teacher-educators were 
used in its development. It as my hope that you will use this handbook 
as a source 'of reference. 
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INSTRUCTOR'S NOTES 



S. 



l-A. MARKETING AND DISTRIBUTIVE 



EDUCATION 



Suggested Time: 10 hours 



INTRODUCTION 
—? 



V 



\ 



The learning opportunities provided in this v unit 
should help students to understand the role Dis- 
tributive Education will play in their careers in 
the field of^marketing. Emphasis will be placed 
on the three related components of a Distribu- 
tive Education program— classroom instruction, 
on-the-job training, and DECA (Distributive* 

Education Clubs of America), the youth organi- 

s - 

zation). . 



GOAL ' 

At the completion of this unit the student will 

have an understanding of (f.he role of marketing , " jf 

in the American economic system. He will have r 
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• INSTRUCTOR'S NOTES . £ 
knowledge of the types of marketing career op- I ^ 

, portumties available to him, and he will be 
i aware of the Distributive Education program • « 
objectives and' requirements, \ 

V - PERFORMANCE OBJECTIVES _ ' * 

After completing thjs unit the student will be • ' " 
atfle to: 

; i. Define the term Distributive Educa- D& : ^ °~ f^QXLt^cn^cxJU ^A^ia'ho 

v 2. List the benefits* of Distributive hjU^oJJU^^ } Oj-4^^lACJ^ 
> Education to the student, to the JLA*<3~/a^ 



school, tQ the businessman* and to 

:^m 



^/£he community. 



5. Summarize briefly "the history of the 



ERLC 



, Distributive Education program. Qu\-dbLAjt.dl ^Aa^o^^J^kI^j^ 
4. Identify the elements of the marketing"^ ki^^oL?- ■ 

function. 

* 

5\ List career opportunities in the Qi$IUijeLp\Hn><lL ^ §J(jJuu thWUn- 
of marketing as they relate to D\s-^}-i3db-^-yU STL J^WTU^u MO^Ta^U,- 
tributive Education. dsM^ Ok ktVLL^ f]h^^ru^ 

fc Define and discuss the nature. and pur- ^ ^ (LaSM _ A J 

pose of DECA and its relationship Q-ff-^pjyutXuA^ . 

to Distributive Education. ' ' <2^^pxAjJ +tuu. ^^oMl^ ,4-0 <^ 

h- LlgalcL ptcrcJL- &^-Uj-- 
. V 8 ■ 
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INSTRUCTOR'S NOTES 



SUGGESTED ACTIVITIES 



II. 



r the Instructor: . " ^^^^'(Ujl^, " 

A. Determine and discuss unit objectives. ^0(\q^J^ 'fjt-Jt tXA>^> 

B. Provide students with information 

sheets ^ study guides* 4 1 t^^O^ (l&t- ^ \^040^) 



C. Discuss information given on the in- 

formation sheets. 

D. Prepare and use audio-visuals. 

E. Collect resource'materials. 

F. Distribute copies of school policies 
• relating to Distributive Education 

students. * 

G. Evaluate student achievement. 
For the Student: 

0 ■ 

A. Review unit objectives. 

B. Study information sheets. 

C. Study DECA Handbook. 

D. Participate in DECA meetings and 



competitive activities. \ 9 



E. Research career possibilities 

jr 

marketing. 

F. Make oral presentations on career 
f 

findings. 



r . — vu^v. -f^cJ ^A-Q- 
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INSTRUCTIONAL MATERIALS 
L Included in this unit are: 

A. Study guides. 

B. Information sheets.. 

' C. Audio-visuals and transparencies. 
*D. Career reference library. 

E. School policies. 

F. DECA Handbook and reference tex-ts. 

t 

G. Test. 

,H. Answer sheets. 
: II. References: 
Blackl6d£e,' Walter J_, Ethel H. Blackledge, and 
Helen J.' Kelly. The Job You Want and 

* * . How to Get It: 2nd Edition. Cincinnati, 

O.H: South-Western Publishing Company, 
1982. 

• DECA Handbooks Distributive Education Slubs 

of America, Inc., 1908 Association Drive, 
Reston, VA 22046, 1981. 
Mason, Ralph E* and Peter G f Haines. Coopera- 
tive Occupational Education. Danville, 

t ( 

IL: The Interstate Printers and Publish- 
ers,*^., 1972. 
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1-B. DECA 



Suggested Time: 3-5 hours 



INTRODUCTION 



DECA is considered to^e an integral part of^ 
Distributive Education, equally as important as 
the training station or the related instruction. 
Its Program for Youth Activity aims* to motivate 
its members to excel in their marketing skills. 
This unit is concerned with DECA and its activ- 
ities as they are related to the individual mar- 
keting student and his career goal. 



GOAL 

At the completion of this unit, the .student will 
know the personal rewards he -may obtain by be- 
ing an active member of DECA." He vviil under- 
stand how DECA contributes to his learning of 
marketing and distribution principles and 
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practices. The student wiil^be motivated to 
become an active DEC A member,) 



INSTRUCTOR'S NOTES 



PERFORMANCE OBJECTIVES 
After completing this unit the student will be 
able to: 

1. Identify qualities needed for leader- 

ship, 

2. Define and discuss the nature and pur- 

* * 
' poses of DECA. 

3. Identify the organizational and demo- 

crat^*? principles used in DECA* 
4* , Develop competencies needed for 
leadership in social and civic ac- 

4 

tivities as evidenced by holding 
office or committee membership* 

5. Develop competencies essential for 

poise and^ self-confidence in and 
before a group as evidenced by his 
performance at club meetings. 

6. Participate in developing a program of 

activities suitable for a local 
DECA chapter. \ - 

7. Identify DECA activities and describe 1 

how they contribute to learning 
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DISTRIBUTIVE EbUCAJION CLUBS 

i,' * • 

K • • ''1 

•' ; -.. OF - : 

AMERICA 




DECA 



IS 

A PROGRAM OF STUDENT^CTIVITYHELATING TO DISTRIBUTIVE EDUCATION AND IS 
DESIGNED TO DEVELOP FUTURE LEADERS FOR MARKETING AND DISTRIBUTION. 



Transpa ency 1 
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, * 

THE PURPOSES 

OF . , . 
ECA 




r ■ 




1. JO DEVELOP A RESPECT FOR EDUCATION IN MARKETING AND DISTRIBUTION WHICH 
WILL CONTRIBUTE TO OCCUPATIONAL COMPETENCE. 



2. TO PROMOTE UNDERSTANDING AND APPRECIATION FOR THE RESPONSIBILITIES OF 

CITIZENSHIP IN OUR FREE, COMPETITIVE ENTERPRISE SYSTEM. 

/ ^ Transparency 2 
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EMBLEM 
THE DEC A DIAMOND 

VOCATIONAL UNDERSTANDING ! 




LEADERSHIP DEVELOPMENT , 

H 

WRAPPED PACKAGE — SYMBOLIZES JOB WELL DONE ACHIEVED BY 
COOPERATION! OF SCHOOL OFFICIALS, STUDENTS, PARENTS AND 
BUSINESS PEOPLE WORKING TOGETHER 

\ t Transparency 3 



DIVISIONS OF DECA 




NATIONAL DECA REGIONS 

CENTRAL REGION 



WESTERN REGION 



ILLINOIS- MINNESOTA INDIANA MISSOURI 

IOWA NEBRASKA KANSAS NORTH DAKOTA 

KENTUCKY OHIO , MICHIGAN SOUTH DAKOTA 

WISCONSIN' 




ALABAMA 
FLORIDA 
LOUISIANA 
NORTH CAROLINA 
PUERTO RICO 
TENNESSEE 
TEXAS 
VIRGINIA 



ARKANSAS 
GEORGIA 
MISSISSIPPI 
OKLAHOMA 
SOUTH CAROLINA 



NORTH 
ATLANTIC 
REGION 

CONNECjiC& 
DELAWARE A ' 
DIST. COLUMBIA 
MAINE 

''maryland 
massachusetts 
new Hampshire 
new jersey' 

NEW YORK 
PENNSYLVANIA • 
RHODE ISLAND 
VERMONT 
WEST VIRGINIA 



J 
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NA TIONAL AD VISOR Y BOARD 



- 4 

* f 

THE NAB IS A GROUP OF INDIVIDUALS REPRESENTING INTERESTS' GIVING 'FINANCIAL 
SUPPORT TO DECA. 




6 ■■■ ■ . / 

PURPOSES; 



) 



TO SERVE AS A LIAISON FOR ALL FINANCIAL INTERESTS IN MATTERS OF DECA 
DEVELOPMENT. * \ 

. • 1 ■ \ ' 

TO SERVE IN AN ADVISORY CAPACITY, AS REQUESTED BY THE BOARD OF DIRECTORS OF 

DECA, INC.. J 

«•'*-'. ♦ . ' ' " ■ 

TO LEND SUPPORT TO THE* PROMOTION OF DECA. 

TO ASSURE EQUAL RECOGNITION OF EACH CONTRIBUTING INTEREST REGARDLESS OF 
THE AMOUNT CONTRIBUTED. < . * ' 
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MERIT AWARDS PROGRAM 

1 • t ' ■ • 

DESIGNED FOR EACH OF THE INSTRUCTIONAL AREAS IN DISTRIBUTIVE EDUCATION. 

ANY MEMBER MAY DEVELOP A SELFHMPROVEMENT PROJECT FOR WHICH HE OR SHE 
CAN RECEIVE LOpAy^TfTE AND NATIONAL RECOGNITION. 

PURPOSES: . . „ . 

TO INCREASE EMPL0YABILITY OF DISTRIBUTIVE^EDUCATION STUDENTS. 

TO PROVIDE AN AVENUE' OF RECOGNITION FOR EVERY DECA MEMBER. * . 

TO DEVELOP AN AWARENESS OF MARKETING AND DISTRIBUTION AS A PROFESSION. 

TO DEVELOP A BETTER .UNDERSTANDING FOR. THE IMPORTANCE QF PRODUCT 
KNOWLEDGE, SERVICE,_AND CUSTOMER -SATISFACTION IN THE FIELD OF- MARKETING 
AND DISTRIBUTION. 

4 ' ♦ ' > 
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SCHOLARSHIP LOAN AWARDS 




SCHOLARSHIP LOANS ARE INTENDED TO AID CONTINUING PREPARATION FOR A 
CAREER IN MARKETING, DISTRIBUTION, OR DISTRIBUTION EDUCATION. 




1 



AVAILABLE TO ANY MEMBER OF DECA WHO INTENDS TO PURSUE A FULL-TIME, TWO- 
YEAR course of Study in marketing, distribution or distributive education. 




22 



FOR FURTHER INFORMATION CONTACT YOUR STATE ADVISOR. 
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COMPETITIVE ACTIVITIES PURPOSES 

PROVIDES LEARNING EXPERIENCES WHICH CONTRIBUTE TO OCCUPATIONAL 
COMPETENCE * ' 



PROVIDES CO-CUJRRICULAR ACTIVITY RELATING DIRECTLY TO* CLASSROOM 



INSTRUCTION 



0 



PROVIDES RECOGNITION FOR STUDENT ACHIEVEMENT 



\ 
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NATIONAL DEC A 

IIGH SCHOOL COMPETITIVE ACTIVITIES 



CREATIVE ACTIVITIES 



PARTICIPATION ACTIVITIES 



H 
I 

W 
I 

M 

o 
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CREATIVE MARKETING PROJECT 
CHAPTER OF THE YEAR 
AREA OF DISTRIBUTION -MANUAL 
MERCHANDISE INFORMATION MANUAL 



STUDIES IN MARKETING 

AUTOMOTIVE AND PETROLEUM INDUSTRY 
FOOD INDUSTRY 
SERVICE INDUSTRY 
HOME FURNISHINGS INDUSTRY 
VARIETY STORE MERCHANDISING 
SPECIALTY STORE MERCHANDISING 
DEPARTMENT STORE MERCHANDISING 
RETAIL JEWELRY INDUSTRY 
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ADVERTISING 

DISPLAY . 

JOB INTERVIEW 

PUBLIC SPEAKING 

SALES DEMONSTRATION 

BOY STUDENT OF THE YEAR 

GIRL STUDENT OF THE YEAR 
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_ V 



' NATIONAL DECA 



JUNIOR COLLEGIATE COMPETITIVE ACTIVITIES 



ADVERTISING CAMPAIGN 

MANAGEMENT DECISION MAKING — HUMAN" RELATIONS 
MANAGEMENT DECISION MAKING — MERCHANDISING 
SALES MANAGERS MEETING 
SALES REPRESENTATIVE 
TRAINING* MANUAL 

INDIVIDUAL MARKETING IMPROVEMENT 
CHAPTER MARKETING IMPROVEMENT 
CHAPTER ACTIVITIES MANUAL 
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PUBLICATIONS 



THE DECA DISTRIBUTOR 



PUBLISHED FOUR TIMES PER SCHOOL YEAR FOR THE 
160,000 MEMBERS OF DECA. 



THE DECA GUIDE 



AN ANNUAL PUBLICATION. 



I 1 
W 
I 



THE DECA DATELINE 



PUBLISHED AS OFTEN AS NEEDED AND RECOGNIZING A 
SPECIAL EVENT SUCH AS THE NATIONAL CAREER 
DEVELOPMENT CONFERENCE. 



THE STAFF REPORT 



PUBLISHED MONTHLY TO KEEP THE MEMBERSHIP 
INFORMED ON THE CURRENT HAPPENINGS IN DECA. 



9 
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CHAPTER PACKETS 



INCLUDES MANY HELPFUL ITEMS FOR CHAPTER 
MANAGEMENT, SPECIFICATIONS FOR DECA'S 
COMPETITIVE ACTIVITIES PROGRAM, AND A COMPLETE 
RECORD OF ACTIVITIES OVER THE PAST SEVERAL YEARS. 

SENT OUT TWICE A YEAR AND FEATURES A "BACK TO 
SCHOOL" PACKET AND A "DECA WEEK" PACKET. 

Transparency 11 



DEC A GUIDE 



IS DESIGNED TO SERVE AS A REFERENCE SOURCE B YDECA CHAPTERS 
THROdGH THE SCHOOL YEAR. 



PROVIDES SALES PROJECT MATERIAL IN THE GUIDE. THE SALES 
PROJECT COMPANIES HELP PROVIDE INCOME FOR THE CHAPTER, 
ALSO Y(t)UR STATE ASSOCIATION AND NATIONAL DECA WILL BENEFIT 
IF YOU USE THESE COMPANIES. 



PROVIDES INFORMATION ON DECA SUPPLY SERVICES ITEMS. 



PROVIDES MATERIAL ON SCHOOL STORES. 



- ' Transparency 12 
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COMPANIES 



BRIGHT OF AMERICA RING FARE, INC. 

CHERRY DALE FARMS CONFECTIONS SEAWAY CANDY INC. 

THE DOEHLA COMPANY TOWN AND COUNTRY LINEN CORP. 

JOYCE SALES COMPANY, INC. TECHNICOLOR, INC. 

, MECCA INCORPORATED WFF'N PROOF-LEARNING GAMES ASSOCIATES 
WILLIAM LOEW FUND RAISING 
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SIX ESSENTIALS FOR A, GOOD [CHAPTER 



INTERESTED MEMBERS 
CAPABLE OFFICERS AND LEADERS 
RESPONSIBILITY SHARED BY ALL MEMBERS 
CHALLENGING PROGRAM OF WORK 
PROPER EQUIPMENT AND RECORDS 

A KNOWLEDGE OF DECA ON THE PART OF EVERY MEMBER 

■ *s 
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SUGGESTIONS FOR DECA CHAPTER ACTIVITIES 
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SOCIAL ACTIVITIES 
CIVIC APPEARANCES 
PANEL DISCUSSIONS 
HOMECOMING PARADE 
CHAPTER NEWSLETTER 
NATIONAL DECA WEEK 
FACULTY RECOGNITION"^ 
COLLEGE ORIENTATION 
ELECTION OF OFFICERS 
NEEDY FAMILY PROJECT 
PROFESSIONAL MEETINGS 
SAVINGS CLUB PROGRAM ' 
INSTALLATION OF OFFICERS 
LOGAi-PUBLUCITY RELEASES 



INITIATION OF NEW MEMBERS 

EMPLOYE!?— EMPLOYEE BANQUET. 

"GOOD CITIZENSHIP" PROJECT 

"GET- OUT — THE VOTE" PROJECT 

CREATIVE MARKETING PROJECT 

SPONSOR "CLEAN - UP" PROJECT 

STATE CAREER DEVELOPMENT CONFERENCE 

ARTICLES FOR THE DECA DISTRIBUTOR 

EXECUTIVE COMMITTEE MEETINGS 

"STUDENT DAY" AT LOCAL STORE 

STUDIES IN MARKETING PROJECTS 

NATIONAL CAREER DEVELOPMENT CONFERENCE 

"CAREERS IN MARKETING" OBSERVANCES 

RECEPTION FOR PROSPECTIVE DE STUDENTS 

FOLLOW-UP SURVEY OF FORMER DE STUDENTS 




FILMS 

FIELD TRIPS 
TV PROGRAMS 
SALES PROJECTS 
FAIR EXHIBIT 
FASHION SHOW 
RADIO PROGRAM 
PARENTS NIGHT 
GUEST SPEAKERS^ 
COMPETITIVE EVENTS 
BOSS BREAKFAST 
ASSEMBLY PROGRAM 
REGULAR MEETINGS 
ALUMNI ACTIVITIES 
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DECA GENERAL INFORMATION 

1) DECA IS A STUDENT ORGANIZATION 

2) DECA ENCOURAGES FREE ENTERPRISE, ECONOMIC AWARENESS, STUDIES IN 
MARKETING, CREATIVE MARKETING, PRACTICAL EXPERIENCE 

3) DECA ENCOURAGES CIVIC AND SOCIAL RESPONSIBILITY 

4) DECA MAINTAINS A SERIES OF STATE AND NATIONAL COMPETITIVE EVENTS 

5) DECA BELIEVES IN COMPETITION AND OFFERS STATE AND NATIONAL RECOGNITION 

6) DECA MAINTAINS A SCHOLARSHIP LOAN AWARDS PROGRAM 

7) DECA PAYS ITS OWN WAY - - 

8) STUDENT ACTIVITIES: AWARDS & RECOGNITION PUBLIC INFORMATION 

LEADERSHIP CONFERENCES ^LEADERSHIP TRAINING 
PROGRAM DEVELOPMENT SCHOLARSHIP LOANS 




J Transparency 16 
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DECA TERMINOLOGY 



CORRECT 



INCORRECT 



i 

w 
I 

co 
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CHAPTER ^ 
CAREER DEVELOPMENT CONFERENCE (CDC) 
DECA MEMBER 
DE STUDENT 

COMPETITIVE EVENTS ^ 
PARTICIPANT ' 
SALES PROJECT 

STATE ASSOCIATION , 
STATE ADVISOR , . 

LEADERSHIP DEVELOPMENT CONFERENCE 
DECA SUPPLY SERVICE \ ' • ' ' 
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CLUB 

NATIONAL LEADERSHIP CONFERENCE (NLC) 

DECA STUDENT 

DE MEMBER 

CONTESTS ' 

CONTESTANT . , 

FUND RAISING . N 

STATE CHAPTER, STATE CLUB 

STAfE SPONSOR ^ 

OFFICER TRAINING CONFERENCE 

'BLAFOUR SUPPLY SERVICE 

) 



Transparency 17 



+ 33. 



The DEC A Creed 



6eAeve in tAe future wAicASJ am p fanning 
for myself in tAe fielcfof cfistri6ution, ancf in tAe 
opportunities wAicA my vocation offers. 

6eIieoe in fulfilling tAe AiyAest measure of 
servic^ to my vocation, my fellow Seinys, 
my country ancf mySocf — tAat £y so cfoiny^ 

wi/f 6e recuarcfecf wit A persona/ satisfaction 
ancf materia/ weaft A. 

» 

^J6efieve in tAe democratic pAilosopAies of 
private enterprise ancf competition, ancf in tAe 
freedoms of tAis nation — tAat tAese pAilosopAies 
allow to tAe fullest development of my individual 
a£i£'ties. . • 



SeAeve tAat £y cfoiny my 6estfto Ave according 
to tAese AigJ^ principles ;S/ wilf 6e of greater 
service 6otA to myself ancf to manAincf * 



l-B-19 
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INSTRUCTORS NOTES 



distribution and marketing. 

8. Develop an understanding of DECA 

r 

and its relationship 4o the total 
instructional program of griarketincj 
as evidenced by his total partici- 
pation in DECA activities. 

9. List the advantages and A benefits of 

being an active member of DECA % 



SUGGESTED ACTIVITIES 
For the Instructor: 
'A. Determine and discuss unit objectives. 

B. .Prqvide students with information 

sheets or study guides." ^ 

C. ^Mscuss information sheet contents. 




Di Prepare and use audiorvisuals. ' w ^Kjx/*-^^ 1 ^dL^^** c^kj^hJ GL*^—' . 

E. Distribute' copies of 'the latest- DECA €^A^XdU^f^n 'M± & £tA , 

•Handbook for student reference. qJj^ ' Cfa^ QAjCtiM^- fytrrn ;V. 

F. Evaluate student performance. ^ tf }&AJJ&SL ■ • 
II. For the Student: 

A. Review unit objectives. « ' ^ # 

* B. Study inFofmatfon sheets. 



G. Study OECA Handbook. 

D. Participate in" all: DECA activities. 

E. Relate DECA to personal career 
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advancement. 
F. Understand the importance of all 
material presented* 

« 

INSTRUCTIONAL MATERIALS n 
L In^fC^d in this* unit will be: 

A. Study guides. 

- a ■ ■ . - 

B. Information sheets, t 

C. Audio-visuals and transparencies. 

D. DEC'A reference libpdfy7 
II. .References: 

DECA Handbook* Distributive Education Clubs 

of America, Inc., 1908 Association DriVe, 

Reston, VA 22046, 1981. 
Louisiana Distributive Education Clubs ■ of 
"X. America. Distributive Education Section, 

State Department of Education, Baton 

Roug^, LA 70804, 1980. 
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ffl* < 



it ' * , ji 



X. 



Robert's Rules of Order. Newly revised edition. 
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2-A. HUMAN RELATIONS AND PERSONALITY 
DEVELOPMENT 
Suggested Time: 8 hours 

INTRODUCTION 
This unit provides students with training in the 
necessary social skills and physical qualities 
important to distributive workers. These fac- 
tors involve personal attributes, ethical con- 
duct, and desvred work habits that are essential 
to progression in' a career in marketing. 
Emphasis 'will be placed on m the importance of 
good human relations with management, custo- 
mers, and co- workers. 

GOAL 

On completing this unit the student will have an 

understanding of the importance of the role of 

human relations as it relates to his career in 
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INSTRUCTOR'S NOFES. 
marketing. ^ He will be able tb identify and de- ^\D°lo ^ oJUL Jj^&k^' J^dJtT 
velop the attitudes necessary for successful ca- QJ\Jt^ J^^L^t" (juuu^ 4-0 * 
reer planning, job entry, and advancement. ^^<l-^c&J^ (^-^O-^- - ^^ 

. rujMk. 0 iJL^, 1 ■ J 

' PERFORMANCE OBJECTIVES 
At the completion of this unit the student will 

be able to: *' *"j 

1. Define human relations^ pMjL^oJjtr 0}JX>^<fr OJUv-tp 

2. Describe the basic needs that all *~luSJ^ jj^^pJjL ■ 

3. Describe the characteristics of effec- 

tive human relations. 

4. Identify the personality traits that are ^^Jbu ^^Oul^l^<^. Cul-(L&> P+~ / ^ 

considered acceptable in social ^Pi\Q., ^s*^A.AA&^<&^^ 

and business relationships. . ^-Ka±T ^ CX,i <>.LfiZ(J^ O^JL 

"i^swjx, e. ulaqJzTo-MUj^ . : ? 

5. Classify his own personality traits in- 

to the categories of physical, men- ; ■ ,/) 

tal, or emotional. - & ^M JL ^J^ , ^ (UmJt 

6. List the qualities he now possesses or £o jpj^^Qyi^ JLnLf^t^ 

can develop that will aid him in a A , " < * 

successful marketing career. pJjJO^o^ .fiLudt ^ 4*Ls 

71 Recognize the personality traits, yry^<^ 

measure his own personality, and "^nOJ^UXi^ <L**UJO. . 

aim toward improving himself and "J"*****^ JLa-tU^ ^CuJU^t" CfcrK^-kStv 



his attitudes. , ' ' ^^UU^koMXL ("Cdjfc^ 
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REMEMBER ME 



I'm the fellow who goes 'into the 
restaurant; sits down and patiently 
waits while the waitresses finish 
their visiting before taking my order. 

I'm the fellow who goes into a department 
store and stands quietly while the clerks 
finish their little chit-chat. 

I'm the fellow who drives i&to a service 
station and never blowf his horn — but 
lets the attendant take his time. 

You might say I'm the good guy. But do 
you know who else I am? I'm the fellow 
that never comes back. 

It amuses me to see businesses spending 
so much money every year to get me back. 
When I was there in the first place, 
all they needed to do was give some 
service and extend. a little courtesy. 

Louisiana DECA students are trained to 
give service^and be courteous. 
If anyone sees a D. E. student not doing i 
pleVse notify the D. E. Coordinator. 
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A SHORT COURSE IN HUMAN RELATIONS 

The six most important words: 

I admit I made a 'mistake 

The five most important words: 

You did a go^d job. 

The four most important words: 

W h a t is your opinion? 

"The three most important words: 

If you please. 1 

The two most important words: 
^ THANK YOU! 

The one most Important word: 

we: 

* 

Th e least most important. word: 



2-A-p-l 
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TRY TO REN/EMBER. 



Try to remember four main points when you are in doubt 



molding the proper attitude which will make you a success in 
'the business world. 

> 

1. Be professional. 

2. Be aggressive and hard working. 

3. Be sincere. 

4. Be honest. 



,as to what to do. 



.These four points can be developed into 
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INSTRUCTOR'S NOTES 

• . r 

8, List several human relations traits 

that are especially important to 

supervisors and employees, ^ 

9, List several human relations problems "-^I/^/iju A^L&^ ^^G^^ffi G-^~& y 

a new employee may encounter kJ\Co^^^^ 

and make suggestions for avoiding ^^J^^^ Jfoj-<d jf ^* 

them, * 
10* List the careers in marketing in 

which effective human relations QUJL> JUOM^Xa^ &/lUSsk**Mp 

m e8SentlaU , iT^^jb^^fyi^' i^sd' 

11. Define the vocabulary terms neces- y 

sairy to an understanding of effec- 

tive human relations, . ' . _ 

12. Recognize those elements of person- '^^i^^X^^^ ^^^^J^^^^^ ^ 

ality necessary for career develop- *f \^o^ tcJL O^JU 

SUGGESTED ACTIVITIES 

' 'V; ; 

I. For the Instructor: . 

• * » * 

A, Determine and discuss unit objectives, -* 

B, Provide: students with information 

sheets, * 

C, Assign readings from resotfrce mate- (j^Ay^^^ 
'■ ' nals^ ' ' * ^Sl/uM^M^ 

Di Prepare and use audio-visuals. 



1/ * 
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.-' * \ INSTRUCTOR'S NOTES 

£. Prepare and distribute personality 

rating ahee ts and personal » 
inventory, A 

F. Present case problems in group 

' «M or individually, ^^i^*^ 



G. Contact resource person to discuss ^l*f**ff^ 



from , a businessman's point of Q^s^^a- jLzfisfc £!&' UL ' d^/)WC&-&< 



view. 

H. Prepare test and answer sheet 
II. For the Student: 

i 

A. Review unit objectives. 

B. Study information ^hefcts. 

C. Read and complete assignments. 
0. View and discuss audio-visuals. 

E. Complete personality rating sheets * 

and personal inventory;" * 

F. Analyze case problems. 

G. Evaluate resource person's discussion 

and relate it to his on-the-job 
experience. 
TH. Take test. 

% 

INSTRUCTIONAL MATERIALS 

i 

L Included In this unit are: 
I 
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A. Study guides. 

B. Information sheets, 

C. Audio-visuals and transparencies. 

D. References and texts, 

E. Personality rating sheets. • 
F; Personal inventories. 

G. Case problems. % 

H. List of resource people. 
L Vocabulary list. 
3. Appropriate tests and answer sheets. 

II. References: f 

Chapman, N. Your Attitude is Changing. 
Chicago: Science Research Associates, 
Inc., 1969. 

Hiserodt, Donald D. Psychology and Human 

Relations in Marketing: 2nd Edition. 

New York: Gregg Division McGraw-Hill 

Book Company, 1978., 
Russon, Allien R. and Wallace. Personality 
^Development for Business. Cincinnati, 

OH: South-Western Publishing Company, 

1981. 

Wingcyte, John W., Wayne" G« Little, and Harland 

. ,* E. Samson. Retail Merchandising: 9th 

* 5 

Edition.- Cincinnati, OH1 Southwestern 



/ 
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Publishing Company, 1982, 

and Carroll A, Nolan. 

Fundamentals of Selling: 10th Edition. 
Cincinnati, OH: South-Western Publishing 
Company, 1976. 
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INSTRUCTOR'S NOTES 



• --2---Q-. COMMUNICATIONS FOR MARKETING 
LEADERSHIP 
Suggested Time: 5-10 hours , 

* • 

INTRODUCTION 
The effectiveness of an employee's communica- 
, tlori is important both to himself and to his 
- employer. . The learning opportunities in this 
unifcondicate to the student this fact and that 
his success on his job is related to his ability to 
communicate. He wilt study methods of writing^ 
and speaking his thoughts, study his own habits, 
and then prepare a self-improvement plan. ^ 

GOAL 

At the completion of ;this unit the student 
should have knowledge of the importance of the 
use of both proper written and oral communica- 
tion in marketing. He should be able to demon- 
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strate , effective oral communication in -given 
business situations. He will know how to pre- 
pare •business correspondence that will convey 
his ideas accurately. Emphasis will also be 
placed oh .developing the ability to prepare and 
deliver short speeches as outlined in the DECA 
Handbook. 

/ 

PERFORMANCE OBJECTIVES 
After this unit the student will be able to! 
1. Identify the principles of ej 

oral and written communication*, 
. 2* Identify the elements involving busi- 
~* ness communications. 

3. Demonstrate the ability to communi- 

cate effectively on his job and in 
his personal life. ^ 

4. Be able tb prepare, practice, and 

deliver a"6 to* 8 minute speech as 
„ outlined in the DECA Handbook. - * 
sleet the main points and ideas from j^^^/jtuAtJ2 JW^fcOJUL^ 
a given group of business com- (M^ J)JUO^uJX ^^JX^^^ 
mCfhications. H 




6. Given a letter or memo to. write, plan 



the communication, and prepare </, p^.J^^ ~ jj^J^ 
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the opening sentence and the se- pJjJpQj-JL^ 0^ ^uCiJjJ^^ V~d^cL 
. quence of topics to show proper g(j^p£{L(^t^ JL^^d&iMsV**^* 
relationships of ideas. JLctt^^.' • " ^f- 

7. Demonstrate the correct techniques in . 
, handling the following simulated 

business situations: 

a* Complaint from a customer, by 

telephone, * 
b. Directions or instructions to a 

(kistomer. \ • 
c Extending or refusing credit to Jp^^ ^ lAO&l* 

a customer. * 

8. Define the vocabulary terms used in 

# communications in marketing. , 

9. Complete a self-evalu&tion of his own \ j y *~t- -y //* 

speech habits and prepare a plan ^ _ * - / s M ^ 

for improvement. ■ 4 

y * 

SUGGESTED ACTIVITIES 
L For the Instructor: 

* 

A. petermine and discuss unit objectives. 

B. Provide students with study guides, v (UxA^^y JiAAt/^^ \^(LaS& 
_C. Assign reading materials on com- o^s jjtro-dl ^<X^^-^^ JljJE&^^ 



munications. 
D. Collect resource materials. 
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i 

£. Prepare audio-visual materials* 

v 

F. Prepare check sheets fqr use in, self - 

e.valuatiorf. * 

G. Evaluate student achievement: ♦ 

1. Te&t. 

2. Speeches. " ' * . 
II. For the Student: 

» 

A. Review unit objectives. - 

B. Complete reading assignments. * ; 

C. Prepare and deliver a 6 to 8 minute ' m 

speech. , f 

D. Complete self-evaluation. 

E. Participate in role-playihg. 

F. Evaluate the results of the role- fj^v^ /JZuuzOl*^^ AO-cL^- 

playing situations. 

G. Prepare a self-improvement plan. 



H. Take test. 




\ 
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INSTRUCTIONAL MATERIALS 




L* Included in this unit are: 

A. Study guides. 

B. Film from Bell Telephone— "Voice ^with 

a Smile." ' 

^ - & t 

C. Transparencies. 

u D. Tape- recorder or videotape recorder 

••• . • 

1 ..a : 
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and equipment. fc # n 

v 

E. Checklist. 

F. Test, with answer sheet. 
II. References; ■ "~ . 

Communications in Distribution. An ^ • 
instructional manual from the University 
of Ohio, Distributive Education Materi- 
als Laboratory, Columbus, OH ' 43210. 

Elin, Rhoderick J. Pathways to Speech: 2nd 

Edition, New York; Learning Trends, • ~ 
1978. 

Rowe, < Kenneth L. Communications in 

Marketing; 2nd Edition. New York; v ■ 

Gregg Division McGraw-Hill Book Com- 
pany, 1978. 

Russon, Allien R. and Wallace. Personality , * * 4 
v Development for Business. Cincinnati, 
OH: South-Western Publishing Company, 

1981. 1 ; 

Wingate, John W. and Carroll A. Nolan. 

Fundamentals of Selling: 10th Edition. 
Cincinnati, OH: South-Western Publishing 
Company, 1976. 
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3-A. RECEIVING, CHECKING, AND MARKING 
GOODS 

Suggested Time: 5-10 hours 

INTRODUCTION 
In this unit the student will develop job skills 
and knowledge important to virtually any mar- " 
keting worker. The student needs a knowledge 
of physical distribution to further his career in 
sales, stockkeeping, inventory work, advertising, 
buying, or management. 

GOAL 

After completing this unit the student will have 
gained an understanding of the importance of 
using correct procedures in receiving, marking, 
and checking merchandise. He will know- the 
danger of faulty controls and will be able to 
avoid losses that are common to the job of 
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handling merchandise. The student will be 
aware of the duties associated with receiving 
merchandise and the career possibilities 
available, 

PERFORMANCE OBJECTIVES 
At the completion of this unit the student will 
be able to: 

1. Compare the different types and ^L^vix^x^ jQZLU^^^A^ &dh> 

methods of transportation used in J^^cstZ^A- C^l/^^^^^ Ct^- 
shipping merchandise from the J * $ 
vendor to the buyer, 

2, Compare and use various marking 

procedures, 

3. Identify invoice terms correctly so ^jlOulAju^ 

that invoices will be paid at the Jfi^r*JU /x^juulmM^^-- ^ILAj^jiAJj^^ • 

proper time with the maximal al- 

i 

o 

lowable discount taken, 

4, Identify and perform the following 

receiving and marking functions: 

a. Receive goods delivered to the 

store, 

b. Check- packages for quality and 

quantity, # ^ 

c. Route shipment from vendor. 
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e. Mark merchandise with price 
and control information. 
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iNSTRUCTOR'S NOTES £ 
d. Arrange returns to vendor; file ^o^U^ Oa^^6^ '^YU^tL 

f. Keep accurate records of each JU-<^L j^itf^ ^x^^h^^x 

shipment received, 

g. Follow safety measures at all 

times to prevent injuries. 

h. Correctly and safely use tools . , 

needed to perform duties. 

5. Identify information placed on a sales 

and price ticket. 

6. Describe three systems used in check- ^) 

ing goods. 

SUGGESTED ACTIVITIES 
L For the Instructor: 

A. Determine and discuss unit objectives. 

B. Provide students with information 

sheets and study guides. * 

C. Prepare audio-visual materials. s 

D. Collect resource materials and deter- ^Uo^MAJUl. ^M^' 
x mine resource persons. ^^c^/-<^' ^vji^^^^' 

E. Distribute reading assignments in 

texts and manuals. 

• 
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^ # INSTRUCTOR'S NOTES 

F. Arrange for a field trip. 
GL Review concepts relating to this unit. 
H. Evaluate student achievement, 
n. For the Student* « ■ 

A. Review unit objectives. 

B. £tudy information sheets. 
C*>£omplete reading assignments. 

O. Cgjuect sample business forms used by 
vendors and transportation agents. 
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E. Participate in class'; discussions with 

the instructor and the resource 

. • / 
\ , persons. * ^\ 

,F./ Demonstrate ability in using tools and fJ*^JZUM<^^Lfo ^o-^Cjt 

equipment necessary to this unit, "^hj^ Ojm.<s^ t^Tn^p^jJCu i y^2^Ld^tL^L^ 

G. Relate how this study is relevant to^jf^ 1 ^ £^<stu>twujZui&-*?^ R 

his career goal arid/ or on-the-job 9 * . 

training. \ 

/ v 4 

H. Take test. 

i 

INSTRUCTIONAL MATERIALS ' ' ■ , 



L Include^ in this unit will be: , <,) '» 

V 

A. Information sheets and study chides. 



B. Transparencies. 

C. References and 

D. Sample business forms. • 7 ^| 



C. References and texts. ■ \ ' 



/ 
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E. Tests, s , 

F. Answer sheets, 
II. References: 

Harris, E. Edward, Warren G. Meyer, ^and Peter 

G. Haines. Retailing Principles and 
Practices: 7th Edition* New York: 
Gregg Division McGraw-Hill Book 
Company, 1982. 

Mason, Ralph E. and Patricia Roth. Marketing 
^ and Distribution: 3rd Edition. New York: 

Gregg Division McGraw-Hill Book 

Company, 1974. 
Moffett, Carol Willis. Getting Merchandise 

Ready for Sale. Job skill manual. New 

York: Gregg Division McGraw-Hill Book 

Company, 1969. 
Palcho, Fred K. Receiving Controls. Course 

outline. Columbus: University of Ohio,y^ 

Distributive Education Materials - 

Laboratory. 

, Transportation, A Vital Link in Distribution. 
Course outline. Columbus: University of 
Ohio, Distributive Education Materials 
Laboratory. 

^ Walsh, Lawrence A. and Kenneth Ertel. Whole- 
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saling and Physical Distribution, 
Instructional manual. New York: Gregg 
Division { McGraw-Hill Book Comparty, 
1978. 

Wingate, John W. and Hariand E. Samson. Retail 
Merchandising: 9th Edition. Cincinnati,. 
OH: South-Western Publishing Company, 
1982. 



61 

ERIC .. . 



INSTRUCTOR'S NOTES 

4 



r 



Cooperative Marketing and* Distributive Education I 



INSTRUCTOR'S NOTES 

V7 



3-B. BUYING 
Suggested Time: 5-10 hours 



INTRODUCTION 



The success of any retail business is determined 
in large part by how well ^the buying functions 
are carried out. This unit emphasizes those 
factors that must be considered in dealing with 
customer needs, wants, and preferences. 



GOAL 

At the completion of this unit 'the student will 
be familiar with careers related to the buying 
function. He will be able to determine custom- 
er demand and set up a buying plan. 



PERFORMANCE OBJECTIVES 1 
nAfter completing this unit the student will bk 
able to: ' 
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1. List duties and 



/ i INSTRUCTOR'S NOTE* pB> * > \^ 



"buyers. 
2. List career 



qualifications of /Ja^o jCiXiLdjL<«ZZ /U/fy^i~ Jju&JU ■ 
possibilities in; the bu#ng J^t --p^JuCiUju ) tfZusb^^ 
3. Mat wa^s buyers can get • information^. ^U^Ji^ff 7faM*<" 




^ 4» Identify six methods of contacting 
sources of supply; 

5. Identify the procedures used in deter- j$j*/L<tA*^4s A&fiJ^ 

' mining a buying or merchandising ^^A^iZA^- /^tL^d 

6. Prepare a buying plan for one type of 

* • . 

merchandise. 

7. '^Jst information commonly contained , 

on a purchase order and fill out a / 
^ SAMPLE purchas/order. * t 

8/Identify the merchandising techniques 

needed for fashion goods. -o c-^^*-^ y~ , 7 . i . 

9. Distinguish between a. physical inyen- ^^J^jXv^ ^^^A^/2.^<'^^ (: ^^ /, 
A tory and a perpetu&l inventory, ^uiuu^ 

SUGGESTED ACTIVITIES ' , 

I. For the Instructor: * 

A. Determine and discuss unit objectives. 

B. Provide students with information 
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'sheets. 

C. Prepare audio-visual materials. 



D. Collect resource materials and deter- /J^tu^ /)Jx}(j^^^ 



mine resource persons. 

E. Provide vocabulary list. 

F. Prepare test and answer sheets. 
II. Rjr the Student: 1 0 

AS Review unit objectives. 
. 8. Complete reading assignments.* 
C. Complete a buying plan for a selected 
item. 

O. View and discuss audio-visuals. 
E. Take test. 



I 



INSTRUCTIONAL MATERIALS 
L Included in this unit will be: 
A. List of unit objectives. 
8. Information sheets. 
C. Assignment sheets. 
0. Work sheet for calculating various 
types of discounts. 

E. Sample inventory sheet. *** t 

F. Vocabulary list. 

G. Test. 

H. Answer sheets . 
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II. References: 

Dorr, Eugene L., G. Henry Richert, Warren G. 



Meyer, and Peter G. Haines. Merchan- 
dising: 2nd Edition New York: Grefgg 
Division McGraw-Hill Book Company, » 
1978. 

Harris, E.Edward, Warren G. Meyer, and Peter 
G. Haines. Retailing Principles and 
Practices: 7th Edition. New York: 
Gregg Division McGraw-Hill Book Com- 
pany, 1982. 

Mason, Ralph E. jind Patricia Mink Rath. Mar- 
, ' keting and Distribution: 3rd Edition. 
New York: Gregg Division McGraw-Hill 
Book Company, 1980. 

Wingate,- John W., Wayne G. Little, and Harland 
E. Samson. Retail Merchandising: 9th 
Edition. Cincinnati, OH: South- 

V^estern Publishing Company, 1982. 
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3-C. PRICING 



Suggested Time: 5-8 hours 



INTRODUCTION 



This unit emphasizes. those factors that must be 

4 

considered before deciding on a retail price. 
The final price must include expenses, risk of 
loss, and a margin of profit. 

♦ 

, GOAL 

At the completion of this unit the student 
should be able to predict the factors to be 
included in a retail price. He will be able to 
compute the amount of markup necessary for 
each item of merchandise. 

PERFORMANCE OBJECTIVES 
After completing this unit * the student will be 
able to: 
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1. Given a product or service, identify. ^X^^^JT cxXJL ^y^^p^ud- 

*the overhead expenses that must <^OA. jJ^? aUhe \J&> 'QyfU-t: 
be considered in determining a fair ^/ULjtt^ CL^aJ/^ 4yiMjJt^i 

retail price. '^flirt-AJSu YY(wU~ U*~< ' (U^Mji^-^ 1 

2. Discuss the following factors affecting , 

prices: - *■ hr^\^- ^JUj^J-^JCo, jlKS& $Mt*ju - 

a. Cost" of goods. *4^*ftJ.C&£ 3^UAJu.xdC.JL^jZJ^y^^- '" 

. b. Desirability of the ffi^^, j.f^ '7U(L^^W^ '\ 

chandise. j . Q A * . - >• a U 

c Possible markdowns. /; „ . , , 

d. Customary prices. . 

e. Supply and demand.' fa £&>^ ■ ^hfPj^ 

3. Discuss how the following factors 0 ' 1 \ . {/ 

affect retail -price: ■^^^^8^ . 

a. Price lines. . /I • < 

b. Psychological pricing. ^TtfU^-X" &nAJ~ ^Uajl, dLC4fiAj^JLJ^ 

c Fair trade laws. ■ H^s/i^otx^ J^k^o^ <5^/ ^Hf^A^jLl^p 
d. One-price policy. ^^^c^^^TM^f. 

' f^'osstade, " f^^^^W^^^^ 

g. Markdown. ^ ^/m* ^4^. 

h. Sales price. 2^~^x^ ^^jtt^C^ 

4. Apply the following equations to Cal- jf^^^^-a. j " (J (X*v~> j^JJL^m^J 

culate retail prices: Uu^^'vi J&rv-> ? ' ^ 

a. Cost + Markup = retail 
^ b . M% = Marku E ■ p t - 

\ Retail / • 

Markdown . 



Selling Price 
SUGGESTED ACTIVITIES ; ' 



L For the Instructor: 
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INSTRUCTOR'S NOTES 



A. Determine and discuss unit objectives. 

B. Provide students with reading assign- 

ments and study guides. 

C. Prepare and use audio-visual material. 

« « 

D. Prepare sample problems for pricing 

equations. 

E. Evjjijuqte .student performance: 

1. Studfent tests. v ^ 

2. Answer sheets. 

F. Prepare case studies for student to 

put a fair ♦price on selected items 
of merchandise. 
II. For the Studeqt: 

A. Review unit objectives. 

B. Complete reading assignments. 

i 

C. Complete assignment sheet using pric- 

. ing equations. 

D. Complete case study on pricing. 

E. Take test. 

INSTRUCTIONAL MATERIALS 



6'S 



V 



L Included in this unit are: 

A. Pretest. t * f 

B. List of pricing equations. 

C. Sample problems. 
O. Case studies. 

E. Test. % 

F. Answer sheets. 
II. References: 

Dorr, Eugene L., Henry G. Richert, Warren- G. 
Meyer, and Peter G. Haines. Merchan- 
dising: " 2nd Edition. New York: Gregg 
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Division McGraw-Hill Book Company, 
1978, ^ k 

Koeninger, Jimmy C. the Consumer's Purchas- 
ing Agent:* The Retail Buyer, An in- 
structional manual from the University of 
Ohio, Distributive Education Laboratory, 
Columbus, OH 43210, 

Wingate, John W., Wayne G. Little, and Harland 
E. Samson. Retail Merchandising: 9th 
Edition. Cincinnati, OH: South-Western 
Publishing Company, 1982. 



INSTRUCTORS NOTES 
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^ISTRUCTOR'S NOTES 



3-D. SHRINKAGE AND STORfe SECURITY 
Suggested Time: 5-10 hours 

INTRODUCTION 



The increasing problem of inventory shrinkage is 
a serious threat to retailing. In retailing terms, 
inventory shrinkage is a decrease in the mer- 
chandise carried by the store for resale. Equal- 
ly serious is the loss caused by employee theft. 
This' unit will be concerned with the marketing 
students responsibility in preventing this 
problem. • 

' GOAL 
, At the completion of this unit the student will 
be aware of Ihe scope of the shrinkage problem 
and how it is drastically cutting profits. He 
will know some of the reasons why employees 
and customers steal ancf" how management at- 
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INSTRUCTOR'S NOTES 
tempts to stop it. Emphasis will be placed on ' - 

the importance of the role of the salesperson in • _ __ _ 

reducing theft. .Included is a study of fraudu- 
lent checks and check cashing procedures. * 

PERFORMANCE OBJECTIVES _ K 
At the completion of this unit the student will 
be able to: 

1. Define and explain internal shrinkage 

and its causes. r\ — /) > 

2. Identify the type pf customers who ^iJUiQX. CL<L g&% Jl 

might fall under suspicion^ po- QjJL UtcujL jdA&&$4A QjJL 
tential shoplifters. (L(Lw^Ltcl ^^t^^^C^t^ • 

3. Use the correct procedure to follow if 

# 

he sees or suspects a person of 

being a shoplifter. ^Ia^Ool^ ItskoJZ ' ^p^tct^X^y S yuktf> * 

4. Discuss the shoplifting laws. * *HaJ? 

5. Develop a campaign to stop shrinkage. . 7p v tJ. h> j 

6. Cite methods used by employees who n z_S • £>' & . Q t-> „ I ^ 

-steal from the cash register. JL^^Z-**^. ' 

7. Determine preventive methods j^^^^j^^. iC^^ 

can be devised; to stop inventory^ Quck<^ 

3hrinkage - * • ^.^^ ^^A^f ■ ■ 

8. Discuss the importance of employee , * . ». 

accuracy in relation to the entire ^^S^^^^ V 



9 
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< INSTRUCTOR'S NOTES £ 
shrinkage picture. 

5. Identify a fraudulent check and a lJ^,*^ o^O^^' GcrtUL, 

properly filled out one. fcaJL*. 

10. Be able to handle courteously and c^^JU^d>^M^/tX: dMc.&"*~ 

properly customers who present 
suspicious checks. 



SUGGESTED ACTIVITIES 
L For the Instructor: ^ ^ ^ Jj l& p t ^ jt ^ fX^^CC^J 

A. Determine and discuss unit objectives. ^c^-^W^ dJ^^ C Ud^^^^- 

B. Provide the student with reading as- v //•-/- • > , - 

signmenta and study guides. ^ <^ ■ £w ^ T^^t frfUc^ , 
C Prepare and use audio-visual ^^"jZ**^ } 2X £ V * - i 

materials. &r^CrytJL' VyUu^^^O^&sLA.<<CjJitr*l. 

D. Plan for a- guest speaker. J^dO.£ ^^ota^t^^ C/l£mJiAJ 

E. Evaluate student achievement. 



A. Review unit objectives. v 



U. For the Student: 



B. Complete reading assignments. 



C Discuss methods local employers use fj£^ ^^eJL ^tC^^ . 

to prevent inventory shrinkage. H^^Vt^^ ^i^u^^^^ 7 . 
D. Give oral reports on outside readings. -v /CV ^° ^ ^*7^^/£'^*L m 



INSTRUCTIONAL MATERIALS 
L Included in this unit will be: 
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" INSTRUCTOR'S NOTES^ 



A. Pretest, ; 

B. Information sheets, 

V • 

C. Assignment sheets, 

D. TeStS, ' ar \ 

E. Answers to tests, 

i 

II, References: v 1 
Everhardt, Richard. Store Security: Internal 

Shrinkage Control, An instructional . 

manual from the University of Ohio, 

Distributive Education Materials Labora-' 

tory, Columbus, OH 43210, 
Hawley, Dean A* Store Security: Check Cash- - 

ing Procedures and Cash Handling 

Control, An instructional manual from 
& the University of Qfiio, Distributive 
' Education Materials Laboratory, 

Columbus, OH * 43210, ^ 
Store Security: Reducing Shoplifting, An 

Instructional manual from the, University 

of Ohio, Distributive Education Materials 

Laboratory, Columbus, OH 43210, 



v 
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' INSTRUCTOR'S NOTES 



4-A. BASIC SALES TECHNIQUES' 
• Suggested Time: 30 hours 

INTRODUCTION 
This basic unit introduces the fundamentals of 
' the selling process which are basic to all selling 
careers. The student will begin his study with 
a suitable approach and move successively 
through the stages of determining a customer's 
needs, supplyingV^m With product information, 
making a sales presentation, overcoming objec- 
tions, and closing Ithfe; sale, 

GOAL 

At the completion of tf^ unit the student will 
have gained an understanding of tt)e basic sell- - 
ihg process. * He will have becon^f* aware of op- 
portunities in a sales cafcfer. He will be able 
to complete a merchandise information manual 
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SCOR£ SHEET FOR DEMONSTRATION SALcS 
(On each line, check one column) 

.t SaL-spc-son Rafed . ' - - 

Poor 



ir 



Advance Preparation: Merchandise &V Displays 



The Salesperson: 



The Approach: 



Determination of , 
"Customer Wants: 

Presentation: 



Knowledge of 
Merchandise: 

Meeting of 
Objections: 



Close: 



Good Heallh 
c 



jif able Dress 
Suitable Grooming 
Correct Posture 
Pleasant Voice 



Absence of Mannerisms 
flight Timing 
Correct Greeting 
Inter ested Manner 
Clear Comprehension 



0 
0 
0 
0 
0 
0 
0 
0 
0 

0_ 
0 



Ready Location of Mdse, 



Effective Display 



Smooth Demonstration 



Customer Activity Secured 



0 
0 



C .jd 

, J 
2 

2 

li 

2 

2 

2 

2 

3 

2 

4 • 
< 3 
3 



\ .el- 

I *it 

• 3 
2 
3 
3 
2 
3 
2 
4 
3 

5 
5 



Right Opening Remarks 
About Merchandise 



As/Exhibited Throughout 
Sales Talk 



Right Attitude Toward 
Objections 



Convincing Answers 



attempt Well Timed 



Phrasing Impelling 



Plus Selling: 

Mechanical Closing: 
Sustained Attitude: 

TOTAL OF SCORE: 
Remarks: 



Intelligent Suggestions 
Made 



Inviting Leave Taking 


0 


2 


3 


5 


Quick, Accurate, Smooth 


0 


1 


2 


3 


Helpful, Genuine Interest 


0 


2 


4 ♦ 


6 

— * 
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Raftr: 



taken from Retail Merchandising . 

4-A--1 
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Situation 



Easy 
1 



Fair 

>2 



Approach (Did his/her presentation get; your attention?) 



Poor 
1 



Fair 
2 



Presentation (Ddd he/she do a good job of convincing you to buy?) 



Hand 1 




,« Below Average 
2 



Fair 
3 



Good 
A 



Difficult 
3 



Good 
3, 



Excellent 
5 



ns (Did he/she use the techniques discussed "in class?) 



Below Average 
2 



Fair 
3 



Good 
4 



(Did he/she use "he techniques discussed in class?) 



Poor 
1 



Below Average 
• 2 



Toughness of Buyer 



Easy 
1 " , 



Fair 
3 



Fair 
2 



Good 

A . 



Excellent 
5 



"xcellent 
5 „ 



Difficult 

3 - / 



What did you like about the presentation? 



What did you dislike about the presentation' 



TOTAL POINTS 



* 0-15 - F 
16-18 - D 

• 19-20 - C 

21 - B 

22-24 - A 



4 -A — 2 
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and make an effective demonstration sate. He 
will have a knowledge of why customers buy 
and how to influence - their decisions. 



INSTRUCTOR'S NOTES 
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PERFORMANCE OBJECTIVES 
After this unit the student will be able to: /^^f. /Xo ^^'jL-^t^od-^, 74/^- X-^' <0 
1. Define salesmanship. /2 6^lca r^au.*^ .' 

- ' ■ ' & % ' / 



2. Differentiate between a salesperson 

v 

and a sales clerk. 

3. List the personal qualities a salesman 
1 should possess* 



4. List the steps in making a sale. ^^^*-6* ^c^_^^<^^£~. 



5. List the types of approaches* 



6. Select the most suitable approach, /s 

given several selling situations. * C^CZ ytz /Z-tf ^ 

7. List several methods of determining /, ■ - 

customer needs, * . ' ^ ^ ^ , ^ ■ , V <J 

8. Identify and appeal to different buy- — - - - x ; 



ing motives. 

9. Differentiate between objections and 

ex cusps. 

10. Givema variety of objections, over- * 

come each with a proper response. ' \ 

11. Give reasons for "trading up" and list -f^^J- ^^Jr^fu^ £&x-jtt\U4t&^ 

types of "suggestion" selling. ^{'U^ZuiJ^xy ' i/~<SLu^~(^^C X? tet^^ft 
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• . ' . ♦ ' ' INSTRUCTOR'S NOTES 

12. ' Given 'a list of customer responses /(i-tj^ , ^ ticdi-^ZZ /^&£c _^tju^, 
j '. .including comments, questions and ^IL^M-^*^ S^<-^ •£L<JLoh^*-{J-'' 

actions, identify those that are fe^+-*^HC. .jfatU^Z** 
possible buying signals. ■ - u ■': '> / I . 

13. List in writing several specific tech- 'J /-A- ' ' J // , , T^J 
• hiques for closing 'a sale. . ^ */hjLddL~ 0,1*4x1 " 

14. Given a conversation betweeh a ' a ' * ' 

salesman and .a customer, deter- * * . ? i l ^^4a&^ z< ^ J> 

mine at which points the customer , ' v /7 ^ y ft *J^t£^> 

reaches the following stages: ^ M • >tZ*ZT? 

a* Attention. • 
b'. Interest. * • • ^ 

p: Desire. ^ ' * 

d. Conviction. , „ . * 

e. Action. 
In the same dialogue identify: 

a. The Approach. ' , 

b. The Main Body o) the 
•<A * Presentation. 

c. Thedose. — — *— — — 



9 
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15. Demonstrate .the ability to perform /^^l^ji ^ s Xd*^'J&^^ 

n/Li 



the following personal sales ^ C iV^yUo ^U->* &&(M- LL ' < ^ 

if ' / - f j*. , 

functions effectively . in an actual ^2£a£<> ^LX <rxur 0 **~&t'i~ ^ '^<~Jr*^ 

sqles demonstration as outlined \n&f *~^^ c ^ * ^tr^^K 

the DECA Handbopk: ^ ^ — . 
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. INSTRUCTOR'S NOTES 

• a. Appr6ach customers. £fjuu*JL+. A^j^/^^Cf^ 

b. Identify their wants' and 'L^<~+ ^~ K iZ&fr^ri*'*i.& ^ ■ 

. V needs. /Ufa* ^ Uj C^d!^' ■ 

c. Present merchandise. / > » j ' 7 ' — 

d. Substitute merchandise* / ^ ' (J . /) « 




r 



e. Trade up, u s? 

f. Handle objections and (J 

excuses, 

• ' ' g. Use suggestion selling. 
16. Given a list of buying motives, «p 
) classify them as: 

a. Emotional. 

b. Rational, 
p. Product, 
d. Patronage. 

17* Match specific product selling points 
to an individual customer's buying 

motives. ' * 

18. List several reasons why product 

knowledge is- essential to a sales- — 
man. 

19. List at least 5 potential sources of ,<v^i^ k. / : ^ 1JL y^ 

product knowledge. £ ^^ c ^^/ ^ t t o 

20. Describe how product knowledge is ^ ^Vi^W^^X^ 

# helpful when encouraging a cus- , ^ „ 

79 
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A INSTRUCTOR'S NOTES Q 

tomer to trade up, , 
21. List 5 basic buying decisions every 

customer must make, 
.22. Differentiate among the several basic ^^yyt^?<^ZZ>^^ ~/CjrxS ~£ 

ways people make; decisions when 

buying merchandise and services: ^ / 

a. Reasons* 

b. Emotions. 

c. Impulses. 

23. Given a list 

them as: 

a. Convenience goods. 

b. Shopping goods* 

c. Specialty goods; ' 

24. Prepare a merchandise'" information 

manual as. outlined in the DECA 

^ ' ' " ----- — 



of products, classify f'^^V^^J^)^,^^' 



Handbook to demonstrate his abil- 
ity to gather product knowledges 



25. Relate how the skills he learns 'in Xfci^' QMj/~j^C^/L'^ AtJ-t " 

this unit may be used in his day- ^AJ^m^u. fa^rvutsd; yC ^ -~/$Js{^i^ ■ 
to-day job in marketing. ' tiUf dV. TULc(/4 "/QJil^ \ 

26. Define the- terms used in conjunction J ^^t4ku^ O^sL <#U^<M'U& ■ 



with the basic selling unit. 
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INSTRUCTIONAL MATERIALS 
L Included in, this unit will be: 

A* Study guides and information sheets: 

1, Case studies, 
^^JJample sales presentations. 

3, Vocabulary list, 

4, Instructions ^or preparing mer- 

chandise information 
manuals, 
B. Assignment sheets: 

L Product analysis sheet, 

2, Sales demonstration evaluation 

sheets, 

C* Records or cassettes on selling, f* 

D. Films and filmstrips on selling, 

E. Transparencies: Set #7002 available 

through 3-M Co, 

F, Tests. 

G, Answer sheets, 
II, References: 

Basic Selling. University of Texas Instructional 
Series, University of Texas', ,Division of 
Extension, Distributive Education Depart- 
ment, Austin, TX, 1962. 

Bodle, Yvonne Gallegos and Joseph A. Corey. 



INSTRUCTORS NOTES 
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' INSTRUCTOR'S NOTES 

Retail Selling: 2nd Edition. New York: 
^ " ! ~ — * 

Gregg Divisioji McGraw-Hill Boot? Com- , * 

v ■ V 

pany, 1977. 

Ernest, John W. and Richard I. Ashmon. Selling , 
Principles and Practices: 5th Editioru - <** 

> New York: Gregg Division McGraw-H^l 
Book Company, 1980. r> . 

Harding, James. Retail Selling . is Fun. 
N Danville, IL: Inlerstate Printers and 
Publisher's, Inc., 1970. • ^ • 

Hfen<te, E. Edward, Warren G. Meyer, and Peter 

G. Haines.* Retailing, Principles and y ^ 

Practices: 7th Edition. N e w Yor k : -J 
- Gregg Division McGraw-Hill Book Com- 
,pany; 1982. 

Wingate, Isabel B., Karen R. pillespre and Bstty - = "\ . 

Addison. Know YoOTSyle rchandise: 4th . " V * • 

Editibru New York^ Gregg Division 

t McGraw-Hill BofrtT^ompany, 1975. * * ; * 

•Wingate, 5ohn *W. aipd Carroll A. y^lan 

Fundamentals 6f Sellin gs 10th £diti( 
I ; — ' r ^ 

Cincinnati, OH: JSoutb-Western Publishing 

- f ' ' w 
> Company, '£976 
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4-B. ADVERTISING' 



Suggested Time: 10-15 hours 



INTRODUCTION 



The success of any' business enterprise depends 
upon sales. This unit emphasizes the impor- 
tance of the role; advertising plays in maintain- 
ing and .increasing sales in a business enterprise.. 



INSTRUCTOR'S NOTES 



0 



GOAL . i 

At the, completion of this unit* the student w$ 

j 

be aware of the career, possibilities in the field 

, ' . v. ' , 

of advertising* He will have an understanding 

of the importance of the 'function of advertising 

in the American economy* He will be familiar 

with 'the various methods, techniques, and 

concepts of advertising. • * . 



9 • , 
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INSTRUCTOR'S NOTES 

PERFORMANCE OBJECTIVES 
After completing this unit the student will 

abIet0S ' t . ^u^iu^^/y^^i^tf^ 

L Trace the 'advertising activities Q & dtOAZL*^* ■ ' * 



involved in the marketing of a 



4? j 



. specific item. /}u^£om^ a*U, Art-Ob*-^ 

2. List the major elements of an adver- s<J^&^^ffi^d^^&-^ < -'- 2 -'' 



tisement. 



3. List career possibilities in the ad- ^MOAjd. ^ ~ ~~b & T % 

vertising field. ^ . 

4. Prepare the advertising layout for , , f J> y* •-•/*' 

P roduct - ^ pdLp^jj ■ 

5. Discuss the characteristics of an ef- 

fective advertising plan. /H*r»-Jt Owji^ 0^ d.bfrf- . , / 

6. Compare the advantages and disadvan- < #'f t ' ^q*^--*-'- /*7* _i - , -/v^l 

tages of each advertising medium. ^^^Lc^^ <!.^ /&ol€> L jIA* / ^ 

7. Write basic advertising *py for a • y .£/ 

given piece of merchandise. 1 

8. Plan an advertising campaign for a V' * 4 

specific product. \ 

9. Plafn and prepare' a sales presentation //T, ^ y£^Cc, tS^^^r^j y^L-^ 

for a hypothetical firm that is a ^tfLtrUL iS&^^-+^ ^^^^^^^"4*^ 

prospective advertiser. 4 - • 

4 , ' .t^tf* 



10. Apply a specific method of measuring 3^3f 

- '. > ' ' ' ' r- 
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INSTRUCTOR'S NOT£S 

the effectiveness of an advertise- 

♦ 

ment. 

11. Demonstrate the ability to plan and • 

prepare an advertisement as out- 
lined in the DEC A Handbook. 

12. Describe the effects of advertising 

on the economy. 

13. List the factors a retailer must con- 

sider when deciding what, how 
much, and when to advertise. 

r 

" SUGGESTED ACTIVITIES > , 

L For the Instrucjorr 

A. Determine and discuss unit objectives. 

B. Provide students with advertising lay,- , 

oOts and study guides. ^ 

4 

C. Prepare audio-visual materials. 

D. Collect resource materials and deter- 

mine resource persons. 
"E. Assign readings in texts and manuals. 
9 * F. Evaluate student achievement. A 
II. For the Student* ■ - 

A. Review unit objectives.' 

B. Study and critique advertising layouts. 
« C. Read assigned texts and manuals. 
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O. Participate- in class discussions* 

E. Relate how this unit is relevant to his 

career goal. 

F. Take test. 



INSTRUCTOR'S NOTES 



INSTRUCTIONAL MATERIALS 
L Included in this unit: 

A. Advertising layouts. 

B. Transparencies and filmstrips. 

C. References and texts. 
' D. Audio-visual materials. 

E. Test^ 

F. Ariswers to tests, 
II. References: 

Antrim, William H. Advertising: 2nd Edition. 
New York: Gregg Division McGraw-Hill 
Book Company, 1978. 

DECA Handbook. Distributive Education Clubs 
of. Ameripa, Inc., 1908 Association Drive, 
Reston, VA 22046, 1981. 

Introduction to Advertising. An instructional 
manual from .the University of Ohio, Dis- 

, tri buti ve 'Ecftjcation Materials Labora- 

tory, Columbus, OH 43210. 
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INSTRUCTORS NOTES ' 



Samson, Harlapd E. Advertising, Planning and 
Tgchnigues. ^Cincinnati, OH: Spy^.^ 
Western Publishing Company, 19.79.' 

: * and 'Wayne G. Little. v Display, 

Planning and Technigues. C i nci nna ti , 
OH: Sduth-Western Publishing Company, ' 
1979. 

Wingate, John W., Harland E. Samson,^ and 
/ Wayne G. Little. Retail Merchandising: 
9th Edition. Cincinnati, 'OH: South- ■ 
Western Publishing Company, 1982. 
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■ \ / 

4-C. VISUAL MERCHANDISING 
- ^['Suggested Time: ltM5 .hours 



INTRODUCTION- 



sDisplay and promotion is that^^ea of visual 
merchandising dealing with sales strategy* .This 
unit emphasizes tthose. factors— display, sales • 
■ promotion, publicity, and" public relations—which 
are most effective at the* point of sale. 



INSTRUCTOR'S NOTES 



GOAL 

~ —V 1 

At the completion of this unit the student" will 
be aware 'of career% fc r^lated to display ancHqnj- 
motibn. Ws Hef will have, a knowledge of the urtdef- 
) lying principles and will .be able to prepare 
displays. and lay out promotional campaigns* 



, PERFORMANCE OBJECTIVp 
After comp^stijag-^^s jfr^it the student will 



.be 



ERLC, 
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INSTRUCTOR'S NOTES . 

able to: / * 

1. List and describe the principal jobs in ~. - — 
. • display and promotion. ^id^^ ^ft^' 

Ust the qualifications for careers in ^ ' ^ . -., - 



ERLC 



*T us 

| s display and promotion. . k /\^t*j->> > 2 ^ < 

'3. Identify a window display by type .and ^7*^ "f"" ^ ~ T~ 



describe its most distinguishing 



feratljres. 

4. Identify the steps to be followed in 

planning and .creating a display. 

5. Identify an interior display by type 

and descri be its distinguishing 
features. 

6. Judge an assigned' display using the 

9 

DECA Handbook rating sheet as a 
guide. Give' reasons why the dis^ 
play fated a low, medium, or high 
score. 

7. Identify the outstanding ' design com- 



■ s ponents of a display and explain ^^^^^^^^T^Z 

' how the elements \jf color [ are -//U. ^^l^^^^'iM^y^^* J '' 
\ used to create a plejsing (or dis- <Tj c£<L^'~^*- ' ^ 

pleading) effect;. ■ ' 



^8. Select an appropriate design arrange- 
meht using 



an asaortrmint of store ftf***-- &?ct^z^^^ U^OA* -> 

.'. '' ''. ' '89 ■ '•' ■ ■' > ' ■ 
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INSTRUCTORS NOTES 



merchandise. ^Jse merchandise of /' s ~J ^ 

the approaching season, < . , <r * // ' / 

9. Select the most appropriate materials 



for an assigned display. 



10,^Plan a series of promotional activ- / ^ < -A * 6^ 

ities which a manufacturer could jz_Jt~^ ^\^n>L* /ttf^-^*^^ 
introduce at the retail level in- a- ^/IAJU>* <2^" ^ <^ -' 
volving a consumer product. A^l*"^- *fi*<«+*ty*£- 



11* Prepare a publicity release for a 
store opening. 

12. Plan a program to promote desirable 
public relations with employees, 
customers, and the community. 

J 

SUGGESTED ACTIVITIES 

L For the Instructor: 

• *. 

A. Determine and discuss unit objectives. 
' 8. Provide students with display material 
and study guides* ^ 

C. Prepare audio-visual materials, 

* 9 ! 

D, Collect resource material and deter- 

... x . • . 

mine resource persons. 
4 E. Assign readings in texts and manuals. 



v 



F. Arrange for a fiald trip. ^ ^ &( . ^ ^^±0 J^G- ' 

G. 'Evaluate student achievement. /9^cU^# Cdu^<j^ 
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INSTRUCTOR'S NOTES 



II. For the Student: ' / 

A. Review unit objectives. 

B. Study and critique disolay layouts. 

C. Read assigned texts ^nd manuals, 

D. Participate in class discussions. 

E. Relate how this unit is relevant to his 
* career goal. 

* F. Take test. 



INSTRUCTIONAL MATERIALS 



/ 



I. Included in this unit: 

9 

A. Display materials. 

B. Transparencies and filmstrips. 

C. References and texts. 

D. Audio-visual materials. 

E. Tests. 

F. Answers to tests. 
II. Refereqces: 

«» 

DECA 'Handbook Distributive Education Clubs 



of America, Inc., 1908 Association Drive, 
Reston, VA . 22046, 0981. 
"You Be the Judge!" Display. An instructional 

* - 

'manual from the University of Ohio, Dis 
tributive Education Materials L^lboratoJjy v 
Columbus, OH 4^3210- 
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Samson, Harl^nd E. Advertising, Planning and 

♦ 

Techniques* Cincinnati, OH? South- 
western Publishing Company, 1978. \ 

— ■ — and 'Wayne, G. Little. Displayf 

Planning and -Techniques. Cincinnati, 
* OH: South-Western Publishing Company, ^ 
1979. ' 
Srrrtth, Gary R. Display and Promotion; 2nd 
Ecjitton. New York* Gregg Division 
° McGraw-Hill Book ConWiy, 1978. 
Wingate, John W., Wayne G. tittle, and Harland 
E. Samson. R*etail Merchandising; 9th 
Edition. Cincinnati, OH": South-Western 
"Publishing Company, 1982. 
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•** • * INSTRUCTOR'S NOTES 



5-A. CAREERS IN MARKETING 
Suggested Time: 10 hours 

•» * 

INTRODUCTION 

t This unit focuses on information concerning \ 
career opportunities in the field of marketinq. 
Emphasis is placed on the student making an 
intelligent career selection based on necessairy 
facts to help him match his interests and apti- . 
tudes with the requirements of available jdbs^ 
^and future jobs. This study should make stu- 
dents awar^of the constant changes taking „ 

s 

^lace in the business world and the opportuni- 
^ ties of entering* into v a hi^er position in his ' 
career choice, including possible ownership of a , 

■ / ' * ) 

selected business. 



f 
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INSTRUCTOR'S NOTES ' 

GOAL 

At the completion of this unit the student will * 
have gained an awareness of the varied career 
opportunities in the field of marketing. He 
should realize the importance of realistically 

< 

matching his aptitudes, interests, and skills to a 
Career suitable for him. 

PERFORMANCE OBJECTIVES - 
After completing this unit the student will be ' , 

1. Ktentify and Us. at .aas. 20 Jobs in ^ 

his marketing interest and make QajL, XL / P</'0~&£'' dL**-^ 
..oral reports, as "outlined in the ^y^^SL^m^SC<-^^ ^ 

. \ DECA Handbook, on selected ones. 

2. Select career goals that are realistic 

in terms of 'his .abilities and .in- 
terests now and. in the future. 

3. Identify and describe job opportunities ^^^^C^ 

available in his local community. , . < • 'C/ . * _ .<■ 

4. Locate and .use sources of educational £££j£o-y«—a~s> • 

and vocational information in v 
choosing a career. 

5. Develop in writing a job description to .oZllcO^J^T' &rr*<^UJ&Z 
< evaluate his own qualifications in ^ - ^— «-~<_^. 
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INSTRUCTOR'S NOTES , 0 ■ 

relation to these descriptions* 

6. Discuss the significance of continuing dct^LXL^ 
his education in marketing on the ^U^t^A^-^^ 
post high school level. &jJ/^> 

7. Prepare a career manual which in- y 

♦ 

eludes his plans to achieve these 
goals* 

SUGGESTED ACTIVITIES 
I. For the Instructor^ " - 

/ A* Determine and discuss unit objectives* 

B. Provide students with information 

sheets, study guides and job 
analysis sheets* 

C. Prepare audio-visual materials. 

D. Collect resource materials* 

E. Determine resource- person^ ' r/ oZZc^6i^<^ ^^ZH^^r^ 

F* Plan field trips* ' ^fujid. f ^/a^UJ^^' 

. G. Assign readings on careers in mar- ' 
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• , * ' keting. : 

H. Provide occupational. interest tests. 

» « ■ 

I. Lead class discussion on job opportu- 

nities. ' • 

J* Evaluate student achievement: 



✓ 



as 
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a* Test, 
b. Manuals, 
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IL For the Student: 

A. Reyiew unit objectives. 

B. Complete" reading assignments. ^ 

* * 

C. Study information sheets 6nd study 

guides/ ^ 

D. Preparatory studentSr will relate this * 

study to preparation of Louisiana 
DECA's Careers in Bistributiqn 

manl<a1 ' t ■ y ^^uJ^^ 

£. Complete an occupational interest /&^ux.<2^*~ "^^"^y^*^ y^Ci" . 

; . te3t - , . fysiMA* • • - •. 

F. Determine career^ objectives. Indicate - ^ • 

v step-by-step plans for becoming 

s 

k 

proficient in the xareer. Include 

pfans for improvement in school ^ 
and at the training station. 

4 

G. Buzz session on "What makes people 

/ work and why they choose their ♦ 

* * 

H. Listen/to outside speaker and relate /t^MX- -f^^^ , ' /J/} , 

this to his own career plans. sLf^^ 

I. Review career pamphlets and make q/ , 

oi4l presentations to the class. 
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J. Interview a successful person in a 
career that is of interest to the 
student. / 

K. Take test. 

INSTRUCTIONAL MATERIALS 
L Included in this unit will be: 
A. Information sheets. 
^Br^Study^g^i des . 
C. Job analysis sheets. 



INSTRUCTOR'S NOTES 

yd/. £. dnU^jyb******-' 



0. Audio-visuals: 



* Transparencies ^fj)^ 

* Slides 

* Tapes ' 

* Bulletin boards 

* 'Career pamphlets 

E. Occupational. interest tests. 

F. Vocabulary list. 

G. Occupational handbooks. 

H. Dictionary of occupations. 
II. References: 

Bikkie, James A. Careers- in Marketing: 2nd 
Edition New York: Gregg Division 
McGraw-lj^l Book Company, 1978. 
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Dictionary of Occupational Titles: 3rd Editioru 
Volumes I and Q. U. S. Department of 
Labor, 1980-81. 

Mason, Ralph E. and Patricia Rath. Marketing 
and Distribution: 3rd Editioru New 
York: Gregg Division McGraw-Hill Book 
Company, 1980. 

Occupational Outlook Handbqok. 1981 Edition. 
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U. S. Department of Labor. >- 
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INSTRUCTOR'S NOTES 



J 

\ 



5-a CREDIT AND COLLECTIONS 
Suggested Time: 5-10 hours 

1 INTRODUCTION 
}fy this unit the student will become, familiar 
with what has becdlme known as the lifeblood of 




business. This unit provides the* principles of - 
offering credit to th^ American consumer. Ac- 
cording to the National Retail Credit Associa- 
tion, 95 tpercent -jof our country's population 
uses credit in some form at some time. 

GOAL 



( 



At the completion of this unit the student 'will 
. be able to determine' whether credit should be • * 

offered to the consumer and, if so, which type >4 * » 

to offer him. He will be able to screen appli- 

» r 

cants and develop a plan to collect past due 
accounts. 
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' j ' INSTRUCTOR'S .NOTES ' 

GOAL ' ' 

■-• t 

After completing this unit the student will bje 
able to: - 

t • . ' 

1. Define .ijredit. ^ . 

2. Explain the following advantages of (Z^ 6 ^ ^ f?&w(- 
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credit: 

a* Credit makes regular customers. 

i 

b. Crecjit customers are less price ^ — x 
conscious, 

* 

k * 

c. Credit customers buy more * 

freely. » * 

» * j 

d. Credit builds confidence. 

I 

» * 

e. Credit offers a preferred tr&de. 

f. Credit smooths out business , / 

peaks* 

g. Credit builds retail profit. 

3. List and explain the following disad- 

- vantages of credit: 

a. Ties up capital. 

b. Extra bookkeeping expenses. 
• c Collection expense. 

d. Bad debt .losses. 

4. Compare the following credit plans: 

* a. Open' or regular, 
b. Revolving. 



7 
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INSTRUCTOR'S NOTES 

- 

c. Installment. 

5. Explain the 3 C's of credit: • 

\ * 
a* Character. 

b. Capacity. " 

c. Capital. 

6. List the six questions a* credit manag- 

er should ask: 
a. Who is 'he? 



b. Where is he? ^ ^ 



c. What does he do? 



) 

d. Is he able to ,pay? 

e. Will he pay? 

f. Can he be made to pay? 
7. Know the following five methods of /ClaXL d^c^^ v^C<L- t%^/t.^co^cyJ 

collection:' ",' * ^Xo^^^'^^ 6 ^^ ^^^^ 

a. Statements. • ^/JLu £~<USs dixd^A^^^ \ 



b. Telephone calls* 
^ e._ Collection letters. 
\ d Collection services. 

\ 

* e. Legal action. 

j 8. Discuss the 'following terms: 
**** •% a. Credit card. 

b. Credit bureau. 
c« Credit limit. 

d. Conditional sales contract. 

^ * 
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INSTRUCTOR'S NOTES 

■ e. Chattel mortgage, 

9. ^dentify several careers in the credit ^ 

industry* 

10. Prepare a plan to collect overdue * a 

accounts for *a given business, 

SUGGESTED ACTIVITIES * Jz^^r^j ^2. Wzt^ ' (^d iJ~ ) 



I. For the Instructor: &+*>CoL,6~£t^ d^o^^ /^^^^^C 



food Z^W^ 25 ^ 



A. Determine and discuss unit objectives, 

B. Provide student with reading assign- 

ments and study guides, 
C» Prepare , and use 'audio-visual 



guides. j~ 



E. Evaluate student per-formance: / t^ 

a* Student tests. 



D. Plan for guest speaker from Credit ^7 L^hyL^L' 

Bureau or credit department* • ^UJ^£l~Z^ fc^ca^. ^2^^"' /y - 

b. Answer sheets. ■ 'nOo^ffS^/^ & 20<Jl9 . 

IT. For the Student: 

,A. Review unit objectives. 

B^Coto^lete reading assignments. * ' r 

/ •^,/,f" (L&^&JL ^Jy^^JL, 

C. Prepare a plan for collecting past due C^^-^^^^" ^ 

accounts. \ tf^W^ dUffr J**) 

D. Research cfcreer possibilities in . * 

credit. 
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INSTRUCTOR'S NOTES/ w 

INSTRUCTIONAL MATERIALS 

» 

L Included in this unit are: * 

A - Pretest. • ' CC^a^i***^' ^AAfr o^,^^^ 

B. Credit application blanks. 3<*^ d t^^L Urt^^%)J&^ <^/2U c£> 



C. Sample credit bureau reports. 

D. Sample collection reminders and 

letters. 

E. Tests. 

F. Answer sheets. 

V 

/ 

II. References: ' 
Buckner^ Leroy M. Customer Services: 2nd 

Edition New York: Gregg Division 
^"McQ^w-HilK Book Company, 1978. 
Kohns, Donald P. \ Credit and Collections* 2nd 

Edition Cincinnati, OH: South-Western 

Publishing Company, 1977. 
Principles of Credits and Collections* State 

pepartment^)f Education of Louisiana, 

Distributive Education Section, Baton 

Rouge/ LA 70804, 1967. 
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INSTRUCTOR'S NOTE 



5-C. CASHIERING 



Suggested Time: 5-10 hours 



INTRODUCTION 

— ; 

This unit focuses on those- activities necessary 
to. develop the student's skills jn recording a , 
sale, making change, and using a cash register, 
^mphasis will be placed throughout on ^peed 
and accuracy. In this study, the student should % 
become familiar with the vocabulary necessary 
for success in careers in which cashiering is 
essential. At the completion the student should*, 
also have developed an insight into the impor- 
tance of desirable customer relations. 

i 

, ' GOAL 

After completing this unit the student should be 
able to 'demonstrate with 100 percent accuracy 
the ability to record a sale, make* change, and 



\ 
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use a cash register, . He will have gained an 
understanding of the importance of developing a 
favorable store image in the minds of the 
customers. 
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PERFORMANCE OBJECTIVES ■ . 
At the completion of this unit the student will 
be able to: 

. 1. List the functions of a cash register, v^^x^ 2 ^^^ / * ^ 

2. Identify all parts of a cash register^ f^(_, ^LCpOsL^ ^^^^ 

arid explain their functions. 4s>LoL ^^di^^uiU^ 

3. Operate a cash register quickly and £ J^&UtvgO 

accurately, using the touch O^^&^i *Mo9 

system. 

4. Describe the methods commonly used » • * * » 

to correct errors made while ring- ^^^^w^^ oLA^ 4*- iu^*-' 
ing up a sale. l[7' ^^LA^)^z> i^x^C /^s-V-^d-**- " 

5. List in order the steps that are to be jjfcjmS J^-^' x -^ c ' 

1 -taken when computing change ^Lt^ /Pj-z^-x^Z^t ^-O^-^-' ^^^f^ 

manually - m <t+2^zcJ. u-mw^ 

6. Count back change to a customer ft ,ct^^T£~T>'i-£-s'*-J • 



correctly. 

* 

7. List several methods that are used 



short change- checkers during the ^ W^*aU^^2W^/ lAd^f- 



change making process and de- < S^iAJjb'L4L>< y%^L^^'*~S^ c ^'^' 



\ 
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INSTRUCTOR'S NOTES 
scribe correct checker/actions. djL^^^ ■ ^ <Uh^J%u 

8. Prepare error-free sales checks and ^J^f < a 4f>Ud. ' O.Ut> ^ 

record them on a cash register. 

9. List and summarize the responsibilities 

of a checker. , 

< 

10. Distinguish between those traits that 

are considered acceptable and un- 

Ch 

acceptable in customer relations* 

11. Define the vocabulary terms neces- 

sary to perform cashiering 
functions, 

12. Demonstrate his proficiericy in per- /Qx^aju^^' J^* 2 ^^ ^i^Cot^ 

forming non-cash dTles, such as C* flt^^^^^S^ J-i^^O s^*^ 

credit cards, charge plates, and ^^<^ yQ^Ud £ ' 

checks* 

• , ** 

SUGGESTED ACTIVITIES 
L For the Instructor: "~ 
A* Determine and discuss unit objectives* 

B. Provide students with information 

sheets and study guides* 

C. Prepare audio-visual materials* 

D. Collect resource materials and deter- 

mine resource persons. 

E. Discuss and demonstrate procedures 
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outlined in th^St^udy guide. 
*F. Evaluate student achievement: 

a* Tests on information presented, 
b. Performance tests. 
II. For the^Student: 

A. Review unit objectives. 

B. Study information sheets and guides. 

C. Demonstrate ability to make change, 

to record a sale, and to use the 
• cast\^ register. - 

D. Practice using the register to develop 

spe&d and accuracy. 
E; Take tests. 



INSTRUCTOR'S NOTES 



INSTRUCTIONAL MATERIALS 
I. Included in 'this unit will be: 

A. Study guides 

B. Transparencies. 

C. Cash register and sales slips. 

D. Problem sheets. 

E. Tests. 

F. Test ^answer sheets. 
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^ W. References^ 



. Edison, Judith E. and' . Kenneth) hi Mills. 

Cincinnati*. OH: 



Chgfcker-Cashier* 



' I^STRUC 



SQUtb-Westerh Publishing Company, 1969.' 
* Logan',- William 'B. and Max H. Freeman. 'Mer- 
chaftdising Mathematics/ * / New_ York: 

« 

Gregg Division JyJci^ra^-HUl • Book' Corn- 
pan^, 1973. . N ' V 

^ Tips on Making Change. . Dayton, OH: " 
d 

The, National Cash Register Company. 



TRUCTOR'S NOTES * 



■V 



V 



( 



9 

ERIC 



Cooperative Marketing and Distributee Education I 



71 



t 



5-D. INDIVIDUAL INCOME TAX 
, Suggested Time: 3-5 hours 



J 



/ 



INSTRUCTOR'S NOTES 



A. 



- INTRODUCTION" 
Because income Jmk information is -essential to 



every American worker, this unit is included in 
the basic study. The instruction is designed to 
teach ^ student how to prepare his ovyn tax 
forms, both State and Federal, and to have a 
knowledge of tax laws relating to tKe'm. 



\ 



'GOAL 



de)it 



v At the completion of this unit the student will 
be able to understand the basis for income 
taxes 'and tax laws on both the.Fei^eral and, 
State levels as they apply to the individual* he 
will have a knowledge of tf\e mechanics of 
completing an IRS tax form and a Louisiana 
individual income tax return. 
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\~^. ; : 

INSTRUCTOR'S NCjTES . 

\ * 
PERFORMANCE OBJECTIVES , . 

After completing this unit the student will be ^ tWU^ 

ab,e t0: . . ^r^A-^ " *htdju*jl 

* 1. 'Define what is 'meant by a voluntary *A , ,/ „ ' ^ • iy , r / 

tax compliance system. v^U- ~I/(S . ^AjL^- O-CLo^ ^f^^ 

y 2. List several areas on which thB^arg- ^ehy^ Jb£ tjZJUjL^j^- ^_^vt_^_> ; 

est portion of the tax dollar is ^f^' ^7 cAdX.CjU . ' '■ . 



spent. * , 

3. Define the role of the Internal Reve- 

* 

nue Service. ^ ' \ 

4. ^termine correctly who must file 

tax return. A 

5. Determine the correct amount of tax ^ ^ - _ * ^ . / 

that* is to be paid using both the , , / / s f\'ZF2A-&^ * 
Louisiana and the IRS tax tables* y 

* » 

6. Complete correctly the current IRS 

tax form 1040, and the Louisiana ^\ 
Individual Income Tax form. 

7. Discuss careers in tax. 

8. Prepare his own State and Federal tax 

returns. 

9. Define terms used in* the study of this - 

unit. 
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» 

INSTRUCTOR'S NOTES < 

SUGGESTED ACTIVITIES C 

~ : — . %- 

L For the Instructor: ' " 

A. Determine and disyjss unit objectives. f ♦ 

B. Prepare assignment and information 
' sheets. 

^ C. Collect Federal and State income tax 

forms. * 

) 

D. Prepare transparencies. 
^ \ E. Evaluate student achievement. 

H^por the Student: * / 4 

A* Review unit Objectives. » ** 

' . B.> Complete assignment sheets. - ^ , 

C. Prepare and mail completed Federal 



r 



ERIC 



and State income tax forms. 



INSTRUCTIONAL MATERIALS 



t 



I. Included in this unit .wilhbe: ¥atOL^All^ ^U^y^ } 

A* Information sheets. % V^U^l tJbi, ^L^-^L^^^ 

• B. IRS tax teaefilh^materials. fa*- (U^Uu^ ■ 

C. Sample tax forms' and related docu- 
4 ments. * " v 

■ D. Assignment sheets. , 
n. Reference^: 

Federal Income Tax. An instructional manual 

from the University of Ohio, Co(umbus, . ^ / — 

in 




c 
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OH, 1970. . , i 

Internal Revenue Service. Instructional 
1 ^ materials. , , 

> . • ■ . ■ ' ■ • . / 
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INSTRUCTOR'S NOTES 



v 



S 



5-E. TELEPHONE TECHNIQUES FOR 
MARKETING , 6 
Suggested Time: 1-2 hours * ' 



f INTRODUCTION 



i ■ 



I 

So much business is transacted Jjy telephone 

* ^ < 

• » today that *an employee who develops proper * 

■ 

^telephone techniques becomes a great, assat to v % ^ 

his company and thus will have an even greater 
potential for progressing in his career. • 

GOAL 

' At the completion of this unit^ the student will 
iaVe become proficient in the use of the tele- ^ 
pbone as it is associated with marketing* 
f 

PERFORMANCE OBJECTIVES 
Upon completion of this ^nit the student will be 
able to: 

113 
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• ; A ; — * — : 

» INSTRUCTOR'S NOTES. 1 
1. Demonstrate his ability tq make and £ j^yj, &*jLjL /&UJL, 
receive business telephone calls. ■ /u^f2.t^z*ugaC&*ut^ 'tyuUt /Qjl£~~ 

* . 2. Demonstrate , his ability 'to prepare and V^*^' O^J+JlL- 

make a sale using the telephone. ' jl. &j-^4s "^^j^ 2 ^ y^-^^f^^ 7 *"^^ 
3. List and use various telephone re- J > ft '^ ry %> 



sources. < *» 

* 1 ■ • 5 \ ■ 

4. List and demonstrate those elements \ 

that are considered desirable in a 

telephone personality. v 

/ ' ' > * 

• j * I ^ 

SUGGESTED ACTIVITIES ' 



S 



I. For the Instructor: 

< Determine and discuss unit .objectives. 
Provide studeftt with r assignments and 
study guides. , 



f 



C. Prepare " and. use audio-visual mrite- d^l<^^ j$Ls*iZC*~£' 



rials. V/^^^y.^^^^- ^ ; 

D. Secure either, a resource person, tape ^f^^ ' . \ 

recorder, or teletrainer. 

E. Determine cases for role playing. 

F. Prepare tesLfor student evaluation. 



/ 



K For the Student:* 



A. Review unit objectives. t 

B. Compete assignments. * 
/ C. Participate in qple-playing. 
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, INSTRUCTOR'S NOTES 
to individual on-sthe-job needs. /> J * > '\ /) \\ 1 j 

ct ^ j^yu^^u^^^^e: /jrx_ ytfx 



D. Relate material presented 'in this unit 



E. Demonstrate proficiency through test^^^^^ y ^. ^^^^ 



scores, 



INSTRUCTIONAL MATERIALS 

: * 

Included in this unit will be: 

A. List of unit* objectives. 

B. Information sheet. 

C. Assignment sheeU 
* D, Case situations. 

E. Teletrainer. 



( 



F. Means* of evaluation and* expected 

responses. / 
i 

II. References:. • 

Bodle,, Yvonne Gallegos and Joseph A. Corey*, 

» % 

Retail Selling: 2nd Edition. New York: 
Gregg Division * McGraw-Hill Book 
Company, 1977. t r 
Harris, E. Edward, Warren G.. Meyer, and Peter 

G. Haines. Retailing Principles and 
Practices: 7th Edition. New York: 



Gregg Division McGraw-Hill Book 
Company, 1982. 
Wingate, John W. and Carroll A. Nolan. Funda- 
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* INSTRUCTOR'S NOTES 

mentals , of Selling: 10th Edition. ^/ 

Cincinnati, OH: South-Western Publish- ^ / — 

ing Company, 1976* • * , 

— f Wayne G. Little, and Harland E. 

Samson, Retail Merchandising: 9th ^ * 

Edition* Cincinnati, * OH: South- /• ^ 

Western Publishing Company, 19&2*s. *\ 
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INSTRUCTOR'S NOTES 



1 



* 



A 



5 



GOAL 



At the completion of this unit, the student will 
understand the need for conducting an organi- 
zational meeting by correct parliamentary pro- 
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5-F. PARLIAMENTARY PROCEDURE - 
Suggested Time: 3-5 hours 

( . 

* 

INTRODUCTION • 
The purposes of parliamentary procedure are to 
enabje an organization to transact business with 
speed and efficiency, » to 1 protect the rights of 
each 'individual, and td> preserve a spirit of 
harmony. This unit of instruction will take the 
mystery out of conducting a meeting. 



NOTE: This unit may be used at any ) 
level of instruction in Marketing and 
Distributive Education. 
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cedure. He will know that one subject at a 
time is considered, but full an3 free debate is 
allowable; each member at a meeting has equal 

t v 

rights; the majority rules, but the rights of the 
minority are respectefl. ^ 



INSTRUCTOR'S NOTES 



PERFORMANCE OBJECTIVES 
On completing this unit the stgdent will be able 



to: 



I*. List^ihe correct order ' of 0 business "Y^JL^ OAj&A^^ ^f^^? 

sequence for a DECA Chapter JXt^^.S^^*^ 
meeting. 

2. Make a motion using jorrect parlia- ~ 

mentary procedure. , . « 

3. Identify the types of motions. 

4. Definao a list of terms necessary to / 

v 

understand basic parliamentary 
procedure* 

5. Demonstrate the ability to modify a ( 

motion using one of the several 

rTtethods of amendment. - < 



SUGGESTED ACTIVITIES 
L For the Instructor: 



lis 



( 
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-~~ INSTRUCTOR'S NOTES 

A. Determine and discuss unit objectives. ^ ^ 

B. Prepare a list of terms. j 

C. Prepare role-playing situations. 

D. Collect resource material. ' 

E. Assign readings from DECA Handbook. 

c 

F. Prepare study guides. » 
II. For the Student: 

A. Review uhit objectives. 

B. Study* list of terms/' . 4 

C. Study information sheets. * , <» 

D. Complete "reading assignment. 

E. Demonstrate the ability to make and ■ 

amend motions through role- ' * 

playing. 

F. Review and relate resource materials 

to his own needs. * 
G# Ascertain importance of using correct 

parliamentary procedure in DECA . 

6 

meetings. v 
INSTRUCTIONAL MATERIALS 



I. Included in this unit will be: 

A. Study guide. 

B. Information sheets. , 
C* Vocabulary list. 
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INSTRUCTOR'S NOTES 

D. Situations for role-playing* v 

> 

E. Copies of DECA Handbook. 
II. References: 

DECA Handbook. Distributive Education CiJbs 
of America; Inc., 1908 Association Drive, 
Reston, VA 22046, 1981. 

Louisiana Distributive Education Clubs Hand- 
book* State Department of Education, 
Baton Rouge, LA, 1980. 

Robert's Rules of Order. New revised. Glen- 
view, IL: S.cott, Foresman and Company, 
1970. . 
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5^G. *3QB APPLICATION AND INTERVIEW 
Suggested Time: 5-10 hours 

' INTRODUCTION 
This unit focuses on the techniques of applying 
and interviewing for a job.. These will include* 
locating job sources, obtaining an interview, 
preparing for it, and conducting oneself appro- 
priately during an interview. The student 
should be able to fill out- an application blank 
correctly and prepare a personal data sheet. In 
this study he will become aware of the dif- 
ferent pre-employment tests as well as the law 
concerning employment of minors. 

GOAL . 

At the completion of this unit the student will 
be able to locate a job, apply foe it, and 
conduct himself properly during the interview. 
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INSTRUCTOR'S NOTES 



He will be able to complete an ||pli cation form 
and prepare a personal data sheet. The student 
will understand^ the la\s concerning his employ- 
ment and will be familiar with the types of pre- 
employment tests used by many employers. This 
unit will be applicable to anyone applying for 
employment, regardless of career intent. 



PERFORMANCE OBJECTIVES - 
Ongoing this unit the ^udent will, be able to: /j^LL^L^ ^^t^JPHjUJ^ <C\-A^ 
1? Identify various sources for finding ^^/Ui, -7?LC^fa^-^ < ^ <SLA ~'' 

job , openings (employment oppor- K /f c '^^' c ^ < S^ ^$JL4AJz(j^S 
tunities). ' ^lJUX>^^ o^CUA^ '. 

2. Obtain an interview for employment. ' . 

3. _ Conduct himself properly during an ^C. JZlslAJL^ cO^(luJ^C^^ 

employment interview. *-t^z^2L J&^i^&yLr" 6U~&7fi%& ^-ty 

r2omplete a job application form AjtJ^y^jL-y^ ^. ? 
accurately and prepare a personal >&UU^ J™*- ^T^y 
data sheet. < ^/T^lZ^hJL^ * 

5. Demonstrate proper personal grooming. [^p^/uULijC V^.>r^^2^fe^^^ 

6. Demonstrate the techniques in apply- ff^, ^rs^L ^^sOU^^ '^^f 3 ^^ \^ 

ing for employment as outlined in ^-fUjJ^C ~ (-^P *-<p/iJHLt- J & //i * J ' 

the fECA Handbook. ^louJ^ 9y^M - U#&**4A&* 

1. List steps to follow after completing - ■ /T a Q 



AS 

a job interview. 
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INSTRUCTOR'S NOTES 

8. " Demonstrate proficiency in completing 

pre-employment test samples. 

9. Summarize laws relevant , to his em- 

ployment. 

10. Find employment using these J&tAV *JLL*-*C' 

' / //Wy; - s> J9r»J /2J2MCLC6J* 

techniques.' 



SUGGESTED ACTIVITIES 




For the Instructor: 

A. Determine and discuss unit objectn 

B. Provide students with informatior 

sheets and study guides, 

C. Prepare audio-visual materials, * 

D. Provide blank application forms, sata- // c fl / / /; /a 
. pie pre-employment tests, and la- j/^^.^. Y}^cA^&&^ CCyJ^- 



bor laws~7iJc minors. 
E. Collect resource materials and deter 
mine resource persons. 



F. Evaluate student's achievement. ^>^»y^^t^/{^^i v^6~2L 

G. Coordinate Job interview Contest, as ^^U- ^^^J^LtA^ £%LlJjL*£~ 

outlined in DECA Handbook with' YkJ( m C>A* J^Pt^tZ'V Z^<~£ 
learning activities. 
II. For the Student: 

A. Review unit objebtives. a ' 

« 

B. Study information sheets. 



o 
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APPLICATION FOR EMPLOYMENT 



EQUAL OPPORTUNITY EMPLOYER 



LAST KAMI 



FIRST NAME 



MIDDLE NAME -i> 



BIRTH DATE 



MR. □ □ MISS 
MRS. □ □ MS. 



YOUR SOCIAL SECURITY. 
NUMBER * 



ARE YOU A 

U.S. CITIZEN 



IF NOT. TYPE OF VISA 
HELO 



FRESENT ADDRESS 



FHONE NUMBER 



PERMANENT U.S. ADDRESS (IF DIFFERENT FROM FRESENT ADDRESS) 



fhoNe number 



TYPE OF WORK DESIRED 



SALARY WANTED 
S PER 



WHEN WILL YOU BE 
AVAILABLE 



WOULD YOU ACCEPT 
FOREIGN SEW VICE? 



ARE YOU EMPLOYED 
AT PRESENT* 



REASON FOR LEAVING OR WISHING TO CHANGE 



PRESENT OR LAST 
SALARY S PER 



GEOGRAPHICAL RESTRICTION., 
F ANY (EXPLAIN) 



IF EVER EMPLOYED BY TEXACO OR SUBSIDIARIES STATE WHERE. WHY YOU LEFT AND WHEN 



NAMES OF 

EDUCATION schools 


1 LOCATION 


YEARS ATTENDED 


WERE YOU 
GRADU- 
ATED ? 


COURSE 


FROM 


TO 


GRADE SCHOOL 












HIGH SCHOOL 












CORRESPONDENCE. TRADE OR 
BUSINESS SCHOOL 










i 


■ I ' — 

COLLEGE OR UNIVERSITY 




MO. YR. 


MO. YR 




DEGREE AND MAJOR 










— I 














1 



LIST FOREIGN LANGUAGES AND INDICATE WHETHER FAIR. GOOD, OR FLUENT 
SPEAK READ 



WHAT EDUCATIONAL COURSES ARE YOU NOW TAKING. AND WHERE? 



WRITE 



IF NOW IN COLLEGE. OR A RECENT GRADUATE. COMPLETE THlSSECTION 

UNDERGRADUATE GRADE POINT AVERAGE OF POSSIBLE GRADUATE GRADE POINT AVERAGI 



OF POSSIBLE. 



SCHOLASTIC HONORS (INCLUDE SCHOLARSHIPS AND FELLOWSHIPS) 



COLLEGE ACTIVITIES (ATHLETIC. FRATERNAL. ETC. OTHER THAN RELIGIOUS, RACIAL. OR NATIONALITY) 



FACULTY REFERENCES (AT LEAST THREEi GIVE NAME. TITLE AND ADDRESS) 

<* , 



THESIS - MASTER S 



DOCTOR'S 



PREVIOUS EMPLOYMENT 



GIVE YOUR BUSINESS RECORD FOR THE LAST TEN YEARS 
BEGINNING WITH PRESENT OR MOST RECENT EMPLOYER 



DATES 
FROM. 



NAME OF COMPANY 



FULL ADDRESS 



SUPERVISOR'S NAME 



YOUR OCCUPATION 



9 ■ 
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ADJUSTER QUESTIONNAIRE 



PERSONAL DATA 
Name: 



College Address: Street 
Home Address: Street 
Phone No. 



Date: 

Age Date of Birth 

City_ 

City. 



Social Security No. 

Height Weight 



Do you own home? 
Name of Parents 



Father's Occupation 



Own Auto? Make & Year_ 
(yes or no) 
Do you own furniture? ■ 



19 



.State_ 
"State" 



Married? No. of Children A ges' 

(yes or no) 



Address 



Rooms? 



HEALTH fiATA 
Health 

of last physical examination 



3d 



Wife's Health 



you been hospitalized or undergone surgery in the last five years ?^ 



If yes, explain. 



Have youjsver been treated for a nervous or mental disorder? 



If yes, explain . 



EDUCATIONAL DATA 

College: " Name & City 

GradudtiPSchool ; Name StCity 
List Major Subject: 



Mo . & Year Average 
Grad. . Degree Grade 



Minor: 



Did youjgay any of Cqj lege Expense? Percentage 

List Campus Activities (honorary, scholastic, professional and social fraternities - campus offices - athletics, etc.) 



PREVIOUS EMPLOYMENT RECORD (Full or Part Time) : 
Employer ^ City 





From 



To 



Best 
Salary 
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INSTRUCTOR'S. NOTES 
C Fill out blank application sheets* , • 

E. Practice taking sample employment y^i^ tztdjfe-; /2^t£#I~ 

tests. * * 

F. Role-play in job interviews. ' 

G. Take a test. 

H. Apply for a marketing job. 



INSTRUCTIONAL MATERIALS 



L Included in this unit are: ' 1a)&^& £&^A- j ' < ffl<L^'^f^ r 

A. Study guides and information sheets. ^ ^^^^JlLt^z, (Zd-^. /S^ 9 ^^ 1 ^^ '> 

B. Visual aids. JjIl*^^, £ 

C. Blank application forms, sample pre- J^^^tl^. (3^^ ^/Pt/) 

employment tests, copies of labor j ^ _ /O * a % / * /ft 

laws, interview rating sheet. (/ 
s D. DECA Handbook. 

« 

E. Tests. 

F. Answer sheets. 
II. References: 

pikkie, James A. Careers in Marketings 2nd 

Edition. New Yorkt Gregg Division * v 

McGraw-Hill Book Company, 1978. 
DECA Handbook* Distributive Education Clubs 

of America, Inc., 1908 Association Drive, * 

Reston, VA 22046, 1981. 
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; * INSTRUCTOR'S NOTES 

Wingate, John W.,^ Wayne G. Little, and-Marland * 4 

m 

E. Samson. Retail Merchandising* 
Cincinnati, OH: South-Western Publishing 

Company, 1982. ^ 
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INSTRUCTOR'S NOTES 



1-1. INTRODUCTION TO MARKETING 



Suggested Time: 5-10 hours 



INTRODUCTION 

This unit will introduce the student to marketing. 
« 

It will provide him -with some of the historical 
^facts of marketing. Emphasis will be placed 
tWoughput on the role of the Free Enterprise 
System has played in our Nation and State. At 
the completion of this unit students Should have 
a greater appreciation of our economic system. 



GOAL 

At the completion of this .unit the student' will 
understand that the marketing segment of our 
American Free Enterprise System is undergoing 
changes that will directly affect him and his 
career in marketing. He will have an appreciation 
of the Free Enterprise Systenr^ and the part it 



9 
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INSTRUCTOR'S NOTES 

has played in the history of our country* The 
student will understand the importance bf 
competition and hcfw distribution, production, * 
and consumption are'related. ' 

PERFORMANCE OBJECTIVES V 
On the completion of this unit the student will 
be able to: 

1. Describe the development of marketing 

from its beginning to the present 
and postulate future developments. 

2. Identify different, types Of retail stores 

and service businesses. 

3. List advantages, and disadvantages of 

each type of store operation. 

4. Define the vocabulary necessary to 

understand this unit. 

5. Describe the various goals of an eco- 

nomic system. * 

6. Identify the worker's role as a citizen &i % p.JL(X>~^r\ UA-A><-f- <B?AjAudj5rr^ \&L< 

in a free economy including his pri- . *™ ^ /7 v 

^ vileges, restrictions, and responsibi- ~2aJ^?Lu^ ^J^JL/i^^ ' 

lities. 

7. Describe the roles of marketing and 
distribution in the various economic 
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INSTRUCTOR'S NOTES 



systems. 

8. Describe^the relationship of distribution 
to production and consumption. 



SUGGESTED' ACTIVITIES 
L For the Instructor: ' * ' 



Shju jbudL aJhjL><o w cul iaJo^Jt to 

A. Determine and discuss unit objectives. Qol<Uj^ KVQu&aX^ PjJEr*JuuO~> 
& Provide students with information - t -'* 0 ^^vuUca^j /^O^LohjlV^' - 

* sheets, reading^ assignments, and <}f^ 

rjuK^juQj K^cAo^'JL tQLoJ^ 
study gu.des. * UoA^ ^l^J^rty^'T/J^iL j I 

C. Prepare audio-visual materials. £ (jJ^UJ^l^T%MajJL WoTM. 



D. Collect resource materials and deter- 
mine resource persons. m £^ y^CuJdxt^ 

E. Provide vocabulary list. 



. F. Prepare^taits- and answer sheets. * 
II. For the Student:, ^ j .-*' J £s^f**' ~ ' 

A. Review- unit objectives. ^ * 



B. ;Cofnplete reading assignments and ^ive 
^ oral report. 

C. piscuss the advantages and disadvan- 
I tages of competition. 

D. View visuals that are presented by the 

instructor. 

E. Demonstrate the ability to accomplish 

the procedure outlined in the infor? 
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INSTRUCTOR'S NOTES 



mation sheets* 
F. Take test. 

INSTRUCTIONAL MATERIALS 
References: 

Ely, Vivien K. and Michael Barrtis. Starting 
Your Own Mark eting Business: 2nd Edi- 

» ■ 

tion. New York: Gregg Division McGraw- 
Hill Bopk Company, 1978. 
Kiaurens, Mary K. The Economics of Marketing: 
2nd Edition. New York: Gregg Division 

McGraw-Hill Book Company, 1?78 v / *t 

. ' r > x , * * . - - > 

Maspn, Ralph E. and Patricia Mink Rath. Mar-' < 
-> % \ : 

ketinq and Distribution: 3rd -Edition. 
New York: Gregg Division McGraw-Hill 
Book Company, 1980. 
Wingate, John W., Wayne G. Little, and Harold 
E. Samson. Retail Merchandising: 9th 
E'dition. Cincinnati, OH: South-Western 
Publishing Company, 1982. * 1 



% 
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1-2. DECA RELATED 



Suggested Time: 3-5 hours 



INTRODUCTION 



DECA is considered to b& an integral part of 
Distributive Education, equally as important as 
the training station or the related instruction* * 
Its Program^ of Youth Activity aims to motivate 
its members to excel in their marketing skills* 
This unit is concerned with 0ECA and its activ- 
ities as they are related to the individual mar- 
keting student and his career goal* 

GOAL 

/U the completion of this unit each student will 
know the personal rewards he may obtain by be- 
ing an active member of DECA. He will under- 
stand how it contributes to his learning of mar- 
keting and 'distribution^ principles and practices* 
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The student will be motivated to become an 
active DEC A member. 

PERFORMANCE OBJECTIVES 

After completing this .unit -the" student will be • 

> 

able to: 



1. Identify qualities needed for leadership. ' ,\ (/cr. . . 

2. Define and discuss the nature and pur- j^i-JL (LAJU /^n\jtxa*^<%wjt 'jrO^J 

pihes of DECA. ■ ' ^ ^^^^ 

3. Identify the organizational and demo- 



cratic principles used in DECA. x 

4. Develop competencies needed for 

leadership ifi social and civic 

activities as evidenced by holding 

r 

an office or committee membership. 

5. Develop competencies essential for 

poise and self-confidence in and 

before a group as evidenced by his 

performance at club meetings. 
•6. Participate in developing a program of I, 

activities suitable for a local DECA 1 

chapter. < 
7. Identify DECA activities and describe 

how they contribute to the learning 

of distribution and marketing. 
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8, Devdlop^an understanding of DEC A and 

its relationship to the total in- 
structional program of marketing as 
evidenced'by his total participation 
in DEC A activities, 

9. List the advantages' and benefits of 

being an active member of DECA. 

A 

SUGGESTED ACTIVITIES 
L For the Instructor: 

A. Determine and discuss unit objectives. * 

B. . Provide students vytth information 

sheets or study guides* 

C. Discuss information sheet content. 

D. Prepare and use audio-visuals. 9 » t 

E. , Distribute copies of the latest DEC A 

Handbook for student reference. 

F. Evaluate student performance." „ , 
II. For the Student: 

A. Review unit objectives. 

B. Study information sheets. 

C. Study DECA Handbook. 

D. Participate in all DECA activities. 

E. Relate DECA to personal* career ad- 

vancement. . - 
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F. Understand the importance of material 
"presented. 




II. References: 

DECA Handbook. Distributive Education Clubs of 
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INSTRUCTIONAL MATERIALS * 
L Included in this unit wilt be: 
^A# Study ^kides. 
Infdrmation sheets. 



America, Inc., 1908 Association Drive, Tf/E 
Reston r VA 22046, 1981, 
Louisiana -Distributive Education Clubs of 
* flmerical Distributive Education Section, 
State Department of Education, Baton 
^ / Rouge, LA 70804, 1981. 
Robert's Rules of Order. Newly revised. 



Audio-visuals— transparencies. 
D. DECA reference li(jrary. * \ 
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IL MARKETING RESEARCH 
Suggested Time: '10-15 hours 

INTRODUCTION 
Students in distributive education must possess 
marketing research competencies for career ad- 
vancement in a consumer-oriented economy. This 
unit emphasizes these techniques involving infor- 
mation gathering arid decision making necessary 
for success in the marketing research field 

GOAL 

At the completion of this unit the student will 
be aware of the competencies necessary for a 
career in marketing research. He will have an 
understanding of the importance of its function 
in the American business system. He will be 
familiar with the various methods, techniques, 
and' concepts of 'marketing research. 



INSTRUCTOR'S NOTES 
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^ • PERFORMANCE OBJECTIVES 

Upon the completion of this unit a student will 

be able to: 

1. Understand the reasons why consumers 

purchase a specific product* 

2. State the four P's of the marketing 

mix. ^p^Mx^y qJUxas- jy^^^ 3-- 



V 3. List the steps of the "scientific decision' < ^ /lA ^- ^3 - 

making process. 

4. List career possibilities in the market- , 
ing research field. 

_ 5. Discuss the idea of "marketfng mix." , i ■ 

6. List the methods used in collecting ^ ^ougbJ^ Oj^Si QMm^^^^^ 
primary and secondary data as they QrOO^JLKX-n.a^ &\aA t&J^p^-V-^^ . 
relate to a specific 

search problem. * , 

J^^Apply data' gathered to a specific mar- 
keting research problem. 

8. Conduct interviews of selected res- ^Cm^ d^^f ^^CzJmM^ 

pondents and record responses with ^ ^ !' 

100 percent accuracy. 

9. Conduct preliminary research, identify 

a problem', develop the hypothesis, 
and prepare a schedule. 
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10* Edit, code, tabulate analyze, inter- 
pret, and prepare an effective writ- 
ten, marketing research report. 

11. Prepare a chapter or individual mar- 
keting research project in accord- 
ance with the DECA Handbook. 



SUGGESTED ACTIVITIES 
I. For the Instructor: 

A* Determine and discuss unit objectives. 

B. Provide students with selected market- 

ing research problems. 

C. Prepare audio-visual materials. 

D. Collect resource materials and deter 

mine resource persons. 



E. Assign reading in texts and manuals. bL/h- jQjup ^ {l&7K4iviL<yLsj S-&-fy 



F. Evaluate_ student achievement. 
II. For. the Student: 

A. Review unit objectives. 

B. Study and critique selected marketing 

research problems. 

C. Read assigned texts and, manuals; 

D. Relate how this unit is relevant to his 

career goal. 
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E.,Take test. 
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INSTRUCTIONAL MATERIALS 
» L Included in<this unit: 

A. Marketing research materials, 
, B. Transparencies and filmstrips. 

C. References and texts* 

D. 'Audio-visual materials, 

E. Tests. 

F. Answers to tests. 

) 

II. References: 

« 

DEC A Handbook. Distributive E^ducation Clubs of 
America Inc. 1908 Association' Drive, 
\^ Reston, VA 22046, 1981. 

Harris, E. Edward. Marketing Research: 2nd 
Editijp* New York: Gregg Division 
McGraw-Hill Book Company, 1978. 

Marketing Research. An instructional manual 
from the University of Ohio, Distributive 
Education Materials Lalxi^atory, Golum- 
Bus, OH 43210. 

Mason, Ralph E. and Patricia Mink Rath. Mar- 
keting and Distribution: 3rd Edition. 
New York: Gregg Division "McGraw-Hill 

A 



-Book 'Company, 1980 

/ 
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Kerlinger, Fred N. Foundations of Behavioral ♦ 

Research* New York: Holt, Rinehart and 

Winston, Inc., 1964, 



142 



■J , - 

Cooperativ e Marketing and Diatrihutive Education n 14 
_ ♦ INSTRUCTOR'S NOTES 



r 



m-L SETTING UP A BUSINESS 

9 % 

t 

Suggested Time: 10-15 hours 

INTRODUCTION 9 
This unit is primarily designed to assist the 
senior marketing student with the knowledge 
necessary to become an entrepreneur. Emphasi^, 
will be placed on establishing a store image and 
selecting a suitable location. Included in this 
unit will be a study of the legal aspects of , 
beginning a business. 

•V* GOAL * 

ft • MMM^ww • 

After the completion of this v unit the student will 
have an understanding of the procedure that is \ 
necessary to folldw when beginning a new busi- 
ness. He will know how to choose a suitable 
location' and plan the type of building and equip- 
ment to depict his chosen store image. 

- - 143 
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> 

' PERFORMANCE OBJECTIVES 
At the completion of this unit the studeht will 
be able to: 

* 1. Write the factors that would contribute Q^jJr^Qjb d-ruu Im, JL^JLAjl^ . 

to the success or failure of a small ^rhjux, ^PJM) ^-O^U^x^^ tujJLt 
business. 6 

2. List advantages and disadvantages of: 

a. Buying a business. - 

b. Starting' a new business, 

c. Buying a franchise, 

3. List the purpose and value of financial ^ 

records, ; * - v 

4. Given a set of criteria, evaluate a * * 

0 

store location, and list the steps in ^ 

making a traffic count. * 9 

5. List basic! retail policies and the ef- * 

* fects they would have on the busi- , 
ness image. 1 

6. List factors to consider when choosing StKXA^v *4haJt (brCOJ&-*^ Qdu*J ' 

, a business location. . ^TKoJ&L. ®Aj <JkM&& & ^v-Jjuyu^O \ 

, s ' f . 

7. Define the terms necessary to the * - 
p. . 

undemanding of this unit. 

8. List factors that are important when . y • 

selecting a building. ' i 

/ ^ . Mk ■ 
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9. Identify; • " 

a. Factors that affect store layoiit. SxsuUJjJ^ ijQs CU fi&Wm^W 

b. Equipment needed for different - . 

types of stores, 
c« Ways buildings, equipment, and 
layout affect the image of a 
business, 

10, Evaluate a store layout and make rec- ^ 

ommendations if any are needed, 

11. Draw^tf floor plan of a store. Label 

and icjpntify each department by 
line of merchandise, / 

12, Contrast the effect of different 

locations on a store's image: 

a. Highway. 

b. Shopping center. 

c. Downtown (central). 

d. -Secondary -shopping district. * 

e. Neighborhood. 
■ * * f. .String 'street. 

*13. List the 'procedures and requirements f^a^Cu {rfudx^tv (L&y^fUjJZ 

for establishing a business including v^jA^xajt J^XjyviAjiOJ^^ 4^JU 



V 



a license, capital, products/services ^X^kJL^v^, (^&fylXC ULf> JpjiL^) 



/-? . It 



o •••• . 
I K.IC , ., 
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SUGGESTED ACTIVITIES 
L For the Instructor: ^ * 

A. Determine and discuss unit objectives. 

B. Provide students with information 

sheets and vocabulary list. ^ 
Prepare audio-visuals* • " , 
D. Ho lleef^ resource materials and deter- . (XLAaJJ\_&JIs fhfO\.<^^ ^ v~ _ 

• ^pUA^n^u Iqaj /lucks jA^o^t^ 

person(s). ^ ^ .O^i^ W '^A^^ } 



D. Collecf*resource materials and deter 
^ mine resource 



E. Assign readings in texts. v" '^ Xj f"H^ dJysUJ^. O^fiOA&Utl^. 

F. Prepare evaluations suitable to this ^JjJ^p ^IttU^) 



unit. 

4. » 

II. For the Student: 

A. Review unit objectives.. 
t B. Study information sheets. 
C. Complete written assignments. m * 
^D. Complete reading assignments. 
E. Relate this unit to his career goal. 
, F. Make oral reports on surveys. 
GL Make satisfactory score on test appro- 
priate to this unit. 

INSTRUCTIONAL MATERIALS • - 
L Included in this unit: ' « 

A. Unit objectives sheet. 

B. Information sheets. 
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C. Assignment sheets, 

P» List of resource people. * 
E. Outside readings sheet. 
. F. Tests. 

G. Answer sheets. * ^ 

' * ■* 

II. References: 

Ely, Vivien KiptJL and Michael Barnes. Starting 
Your Own Marketing Business: 2nd Edi- 
tion. NeW^York: Gregg Division McGraw- 
Hill Book Company, 1978. 

Harris, E. Edward, Warren *G. Meyer, and Peter " 
G. Haines. Retailing Principles and 
* Practices: 7th Edition. New York: Gregg * 
Division McGraw-McGraw-Hill Book Com- 
pany, 1982. 

Wtn^ate, John W. and Harland E. Samson. Retail 

Merchandising: 9th Edition. Cincinnati, 

OH: South-Western Publishing Company, 

1982. * 
Small Business Administration. Many publications 

to aid the small businessman. 
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III-2. MDE/DECA ' WRITTEN REPORT 

*\ 

Suggested- Time: 5 hours 



INTRODUCTION \ 
What is a research manual? I 
presentation of other people's findings or 1 
opinions on a given subject. A good researc 
paper contains more fact than opinion, and the 

r > * — 

' opinion it does contain is the opinion of ,your 
source— not your own. * If properly done, your 
research paper should be original. What will 
make it original is^the^way in which you present 
the material and your gtfoice of what to use and 
what not to use. > 

• GOAL 

The purposes of doing a reserarch manual are 
many, but just a few are listed here: 
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INSTRUCTOR'S NOTES £ 
X. To give experience in research, selec- ^^Jf .^Jr'^KcJ: ^LUX JJb CU . 
tion, and organization of informa- /l<dUxj^ Ji^r ) ^ !< gj±( : ^ 

2. To provide others with an organized, ' ^^ lK diyp^Jud~ ^ fi/flX ^ ^Ln^ 
• thorough summary of information .oh P^^'Ct^^t 

' a subject jf<JL^Ml>r*jMufa 

3. To provide a learning experience whic^ ' : ' 



will contribute to the student's 
vocational competence for careers 
in . marketing, management^ and dis- 



tribution. 

4. To provide a co-curricular activity 

relating directly to classroom 
instruction. 

5. To contribute to distributive education 
, < and its educational objectives. 

6. To teach how and wher? to locate in-' 

formation quidkly. 

7. To teach how to organize thoughts. 

8. To give the student an opportunity to- 

compete with others and to gain 

recognition for outstanding work. 

PLANNING THE RESEARCH MANUAL 
V 

Most students squirm at the very thought 
of planning and writing a research manual. Men- 
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r*" * 

tally they can see therhselves wading : through 
miles of books and acres <of words to find the < 



material they will need. Usually this is because 
in the past they went about writing A research 
paper inefficiently and unwisely. 

When yoyr teacher assigns a research 
paper you are expected to work on it over a 
period of time. It may take weeks ot evert 
months to find and organize all the material you 
' will need for an accurate, interesting report. The 
assignment will be made * far enojugd in* advance 
of the deadtine to .give you the necessary time. 
If you put it off till the last minute, your final 
report will reveal all too clearly the fact that 
you hurried. Awkward organizatio?T^nd careless 
writing wijl give you away. 

You will be given detailed information b 
your teacher about the different areas of com- 
petition in manuals. According to^DECA stand- 
ards there are 11 categories for competition, as 
follows: # 
/ 1. Creative Marketing Project. 

2. Pepsi Learning and Earn|^ Project.^ ^ 

3. 7-Up/MDA Civic Consciousness Project. 
* 4. Phillips 66 Free Enterprise— Individual. 
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5. Phillips 66 Free Enterprise— Chapter. 
.6. Competency Based Events: 

A. Advertising Services. 

B. Apparel and Accessories. 

C. Finance and Credit, * ^ 

D. Food Marketing. * *' 

E. General Merchandise. 

F. Petroleum. 

G. Restaurant. 



INSTRUCTOR'S NOTES 



Will you be one of the 10 students from your 
DECA- chapter to attend the State DECA Leader- 
ship Conference in manual competition????????? 
TYPICAL CAREER DEVELOPMENT - 
CONFERENCE-LOUISIANA DECA 
Creative events: 

1. Creative Marketing 
- ' 2. Food. Marketing (CB- writ ten)* 

3. Apparel and Accessories (CB-written) 

4. Finance and Credit (CB-written) 

5. General Merchandise (CB-written) 

6. Pepsi— Learn and Earn 

7. 7-Up/MDA fcivic Consciousness Project 

8. Phillips 66 Free Enterprise (Chapter) 

9. Phillips 66 Free Enterprise (Individual) 



J/ 
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Id Free Enterprise Essay (Prep Only) 
11. Careers in Distribution (Prep Only). 
* Note: CB means Competency Based 

Competency-based Events: 

1. Advertising Services • 

2. Apparel and Accessories 

3. Food Marketing ' ^ 

4. Food Services 

5. General Merchandise 

6. Petroleum 

7. Finance and Credit 

-v8. Mathematics of Distribution— prep only. 
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IV-1. PERSONNEL MANAGEMENT 
Suggested Time: 10-15 hours - 

INTRODUCTION 



People, or workers, are thfe most important part 
of .any business operation. Good personnel man- 
agement will keep workers happy, satisfied, and 
productive. 

GOAL 

This unit introduces thp student to personnel 
management. At the completion of this unit the 
student will know the basic principles of good 
personnel management. Emphasis is placed on 
the function of management, proper communica- 
tion • techniques, and how to achieve good em- 
ployee relations. 
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PERFORMANCE OBJECTIVES 

At the completion of thi8__unit_the student will 

be able to: 

1. Define leadership and supervision* 

-mtr 

2. List and explain the following types of 

leaders: 

. * a. Autocratic type. 

b. Laissez-faire type.- OdL&& (LcdJ&£* ^d^'hXA^Op^ 

c. Democratic type. 

3. Discuss the following statements con- SZu^J2, mdtj WU^4^^ul6^ 

cerning effective leadership: 

"A good leader .« -UllA^ Qj^XtZrKJL^^ <SUU 



a* maintains respect, 
b. works effectively with 
people. 

c is responsive to the needs 
and desires of others. 

d. is knowledgeable. 

e. possesses high motivation* 

f. is inspired and enthusi- 

astic. 

g. taps and uses every re- 

source. 

4. Explain the following functions: 
a* Planning. 
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b. Organizing, 
c Directing, 
d Coordinating, 
e. Controlling. 
,5, Identify the steps in the decision mak- 
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mg process: 

a* Determine the objective. 

b* Make an analysis of the 
situation in the light 
of. objectives. 

c Consider possible alterna- 
tives. • 

\ d (Consider these alterna- 
tives in- light of the 

situation an ^ we *gh 
them against the prob- 
able consequences, 
e. Decide: select best .alter- 
. native. 

• f. Determine 1 ' what should be 
done, to ,put> the plan 

* *^ 

/into ^ctiort v c and issue 

V A - 

the necessary orders 
* and Ihstructiprfs to see 
i- that?, it te carried out. 



\ 
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6. List the following factors to consider 

in listening properly: 

a. Listen with full attention 
to understand ac- 
curately what is 
. heard. 

% b. Learn to* listen for mean- 

ing, not for words 
alone* 

c. Remember that.day- 

^ dreaming may cost 

time artfJ money. 

d. Keep an open mind. 

e. Consider that no matter 

what the speaker says, 
some part of it f may, 
hold meaning and 
benefits for you. 

7. Demonstrate the ruled for effective 

speech. 

8. Given a sample situation, demonstrate 
♦the tips to good writing: 

a. Keep sentences short. 

b. Prefer the simple word or 
* , sentence to the 
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complex. ' > 

c Avoid unnecessary words, 
( d. Put action into the verbs. 

e. Use terms the reader can 
. V- picture, " 

f. Write the way you talk. " 

g. Write to express, not to 

impress. 

9. Discuss the foundation for good' em- 0** JVn^fr^ WOtiv&Uon- 

ployee,xelations: 

a. People work best when 

they feel that their. 
/ supervisor is in- ^) 
terested in them. 

b. People like to feel they 

are using whatever 
ability they have, 
c People like to know how 1 

they stand in the '^L^JfJuri^Jb \)J(LvZ% 4o 

organization. ' . ^ '*> 

d. People like to get credit 

when they deserve it. 

e. People like to be told in t^QdJdC W^X^cX^-^'' '* . 

the right way when OvjO^Qju>,YY\ Ju? OXlI^CL^TT) 
they are doing some- v ^qaj i^trvJv QajO^ ^tr&d 

t , 

157.. • ' " ' 
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/ also like to be told 
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the correct way to ' • 

improve. * 

f. People don't like sudden ^Jty^/yu ^IkuJ^jp&Ajta^CZfa % 

changes, but they are \LAjl, tJ\.QM-(fllChJUituL^ .* • - 

more apt to accept . 

changes if they are 0^-(XA^ty • 

prepared- ahead of • 

tirfie* 

g. People like to receive 

simple, clear, under* 
standable instructions 
so that they know 
what is expected and * 
how the supervisor 
wants the job ddne. 

h. People Jike to work for a 

supervisor they can 

respect and in whom „ • 

they can have confi- 
dence. 

i. Most* people will produce 

more when there is * 
.some incentive 
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/ • • ■ .' • present. • ; 

/ ' j. One likes to feel that if . ■ 

' * 1 ; .he does a good jgb his 1 

^ . future is secure : with 

4 t »" * » 

/ ' the company. 

* k. No. one likes 'to lose, face 

amon^ his fellow ' 

^ , f ' * workers. * ' ^ 

» 

' 10. Given a list of jobs, select those that; 

require management ability. ' % 

» * * 

SUGGESTED ACTIVITIES 

^ 'A 

I. For the Instructor: 

AyCfetermine and discuss unit objectives. ' M-d^o JloidoJL HT^d.^^ /dpXO^L 

B. Provide student with reading assig- ^o^^ / Qj 5j j£ d , , 
'* ,ments and study /guides. 

C. Prepare arid use audio-visual materials. ^jJLfY^ v^^L,c/u/>\^ YIjUa) 

D. Prepare case studies. 6^42^^^ (^''oyy^cJjJU, 

E. Plan for guest(speal<er. _ <^(a™ TOo^ cka^duMj §b*jJb*+s, - 

F. Evaluate student performance^"' tI^ f^L/ufc 5- ; /llGt> LfrQAjL ) 
II. For the Student: ' ; 

A. Review unit objectives.- 

B. Complete reading assignment. 

C. Research career possibilities in man- [Usvju xSLOJlkj QXjiLduJc Cjfojjjjb ' 

er|c • 159 
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D. Take test. • 

. _ INSTRUCTIONAL MATERIALS 
L Included in this unit are: 
A* Pretest. 

B. Case studies. - " 

C. Information sheets. . / 

D. Transparencies. 

E. Tests. 

F. Answer sheets. 

JL References; A 

c 

Hiserodt, Donald O. Human Relations in Market- 
ing? 2nd Edition. New York: Gregg Divi- 
sion McGraw-Hill Book Company, 1978. 

Principles of Management. Instructional manual 
available from the University of Texas. 

Shi It, Bernard A, and W. Harmon Wilson. Busirtess 

Principles and Management: 7th Edition. * ■ 
Cincinnati, OH: South-Western Publishing ' 
Company, 1979. „ 

Thomas, Robert. Management Training. Instruc- fc£ 
tional manual available from the Univer- 
sity of Ohio.' 



1'6'u / 



Cooperative Marketing and Distributive Education II ' . 32 

INSTRUCTORS NOTES 

„___ _ — 



IV-2, THE ECONOMICS OF MARKETING 
Suggested Timer 1Q-I5 hours 



INTRODUCTION 



The learning opportunities provided in this unit 

« 

will enable students to understand the funda- 
mentals of the economics of marketing* Included 
in it will be a study of the channels of distribu- 
tion, the functions of marketing, business financ- 
ing, and types of business organizations* The 
student will investigate the forms of business and 
assess the advantages of each in terms of ease 
of enjxy, legal considerations, and financial 
* obligatiqns/ . 

GOAL 

*At the completion of this unit the student will 
have an understanding of those business activi- 
ties that direct the flow of goods and services 
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from the producer to the consumer. He will 
know the role marketing plays in our economic 

system and will be able to make a comparison of ^ 
the major economic systems. 

~. * T 

PERFORMANCE / OBJECTIVES - f / 
After" completing this unit the student will be 
able to: 

1. Describe the various goals of an jQjL^Jxx^ JLQJ^S^yvS^ ■ 

economic system. 

2. Compare our economic system with [UiXtL ou dpQMs& du> QjJuUjub^ 

othec major systems. (LCL^jCaJb^y^ } .A^cLai^m , 

3. Identify the worker's role as a citizen 

°^\A. (Ubnruruj^j^r^ Pallet 

\ in a free economy including his (XAjth QjaJO 

privileges, restrictions, and respon- P^pti^ *jl> 

sibilities. &™W ML ^, ) tn^JJUHMk* 

4. Compare the roles of marketing and J * 

distribution in the various economic 
systems. 

5. Describe the relationship of distribution 

to production and consumption. r 

6. List two ways in which employees of a 

given firm can increase the firm's 
profits. 

7. List the advantages of each type of 
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business organization, including 

franchises. ' » , 

8, Identify the different types of retail - 

« -> 

stores and service businesses ac- 

*. / 

cording to their different forms of 



\ • . 

organization, . \ 

9. Diagram the different channels of 

distribution. 

10. List the elements or functions of , 

marketing. 

ir. Discus# the advantages of the dif- 
ferent sources of capital used in 
•• . * 

the formaiion and operation of a , ^ . 

' s • / 

\ . * / 

business. 

12. List the purposes* of financial records 1 

and relate these to the success of a S*<U^ kw^j/^o /T«AW 

business - . ■ Qtu^djudU; te'jjdVJpdb 

13. Read and analyze an income state- nj~~&J\^CrVuL> ^Ju^^jJul^ (Xj^ 

' menu > , /< ^^- ( ^^ / jLAJ&azt&A 

14. Distinguish between industrial and *s * 

consumer goods. 

15. Given. a product that is sold in. the < , 

consumer market and also in the 
industrial market, explain flow the 
■ 1tt&rket T ing process differs for each. ^ 
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16. Describe market segmentation as it 

relates to the consumer's age, sex, 
education, ethnic background, and 
income* 

17. Define the terms incidental to the 
^ study of this unit. 

.18. Tell how consumers participate in : — \ . vx « /, . i 

- • r&oydc QjuJr4\6KJO djs± dJJJrdWj 

making decisions about what is pro- . ■ A . _ 

duced an* how it is produced. /Uj ^ L(lJ ^ JjjQUn^ <UM^^ ' 

19. Be able to use the information pre- JjJ^L^U: CL&truJT JLh± JuO&th 

sented in this study in preparing. a (L&Ti^A tAJDUULy (l^Qn\^AX^ Y ^^ • 

speech as outlined in the 1 DECA 

Handbook. 

20. Given his career goal, describe... 

possible future changes in retailing, m * 
and relate the effects these will 
have on career opportunities and 
training nfceds. 

' SUGGESTED ACTIVITIES 

, , , , f 

L For the Instructor: 

A. Determine and discuss unit objectives. 

B. Provide students with information ^ 

sheets and study guides. 

C. Prepare audio-visual materials. 
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D. Collect resource materials and deter- 

mine resource persons. . 1 

E. Afisrgn readings in texts. 

-F. Evaluate student achievement. 
II. For the Student: A 

A. Review unit objectives, 

B. Study information sheets. 

C. Read assigned texts. 

D. Participate in class sessions with in- 

structor and respurce person. 

E. Read and analyze a sample income 

statement. 
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F. Understand a sample balance sheet. (LjjJthJbvdtZ dJC&£&^ " 

G. Relate how this unit is relevant to his 

career goal. Q 

H. Take test. . 



INSTRUCTIONAL MATERIALS 
I. Included in this unit will be: 

A. Information sheets. 

B. Transparencies. 

C. References and texts. r\ . 1 n i ' n ±-. u — 1~ 

D. Sample income statements, (jjj- j^ffj^ ^fKjO OJr\QA.O^ ■ 

E. Sample balance sheets. 

F. Test with answer sheet. 
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H. References: 

DECA Handbook Distributive Education Clubs of 
America, Inc., 1908 Association Drive, 
Reston, VA 22046, 1981. 

Ely, VivierT K. and Michael Barnes. Starting 
"Your Own Marketing Business; 2nd Edi- 
tion. New York: Gregg pivision McGraw- 
Hill Book Company, 1978. 

Harris, E. Edward, Warren G. Meyer, and Peter 
G. Haines. Retailing- Principles and 
Practices: 7th Edition. New York: Gregg 
Division McGraw-Hill Book Company, 
1982. 

Klaurens, Mary K. The Economics of Marketing: 
2nd Edition. New York: Gregg Division 

^ McGraw-Hill Book Company, 1978. 

Wingate,' John W. and Harland E. Samson. Retail 
Merchandising: 9th Edition. Cincinnati, 
OH: South-Western v Publishing Company, 
1982. 
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IV-3. PRODUCT PLANNING 
Suggested Time: 10-15 hours 



INTRODUCTION 



The manufacturer can continue in business only 
as long as his products are purchased. This unit 
emphasizes the importance of matching products 
with a very selective, changing customer. 

GOAL 

At the completion of this unit the student will 
know how a product is 'developed and the steps it 
goes through during its life— cycle. ~~ He will 
understand the function of proper packaging and 
pricing strategics. 



PERFORMANCE OBJECTIVES , 
After completing this unit the student will be 
able to: ' ? 
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1. Define product planning, 

' 2. Discuss how the following influence *^pQ^Lsr<J? QjlaJt ^-fr\tjld "^OJU<UU 
product planning: ^dto^J^ <L(Lt^ Oyf^QSt 



a. Fashion. ^ 



b. Competition. 

c. Technological improvements. 

d. Consumer demand. 

e. Production costs. 
3. Identify the following jobs in product 

planning: 

a. Marketing manager. 

b. Product* manager. 

c. Marketing research manager, 
d" Advertising manager, 
e. Industrial salesman. 

V 4. Chart the following steps in the pro- 
• ductive life cycle of a product: 

a. Birth 

b. Growth. 

c. Maturity. 

d. Decline. 

5. Explain the following steps in product 
planning:' 

a. Study of the present market 
position of the company's 
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products. 
' b. Development of new products, 
c Improvement of existing' products 

d. Pricing. 

e. Elimination of unprofitable prod- 

ucts from the product mix. 
6. Given a product, identify and describe 
the stages through which the prod- 
uct must pass before it can be in- 
troduced safely to the market. 



t . f 



7. Explain the follbwing terms as they 




\jOjJUdXSJ &^ 



fyuJ^JUv lJbML^ OduJUt l foxxL 



relate to product planning: 
*a. Brand? 

b. Fashion'. 

c. Diversification, 
d* Survey. 

8. Given a product and knowledge of its 

probable market, design an appro* » 

priate brand. ' * / 1 . ' 

9. Explain the following functipns of, 

packaging: 'JblUM^. jly&O tTUJlK- v ^ ' tff' "** ' 



\ 



a. T° provide a container for the 

product, ' 

b. To pftjtect^contents. 



ft,. 



\ 



c. To identify the product. 



169 



Cooperative Marketing and Distributive Education II 41 

. INSTRUCTOR'S NOTES 

• • » • 

d. To merchandise the product. 
' e. To facilitate the use of the 
product. 

10. Identify and describe certain abuses TQj^t^erijJ^ 

: that 'have occurred when a few J*4U*MrOf& diUV^ 

marketers 'attempt to escape their ^ jA^^ 

responsibilities to the consumer. QrQ^kdL PjsuchO £/^ v W-^' 

11. Given certain products and marketing ^r>^<I r <UU/U^ f-ULQjULL ffy rfc^ " 

practices of their manufacturer, 

.\ • 

itemize arid document the require- , — — 

ments of the consumer laws affect- qj^ ^J^j^. ZUaXb^^CuJjU 
mg these products . and practices. ' ^^AJl^JL^X^ 

12. Given a variety of pricing strategies °^4- ^Jf- tO^f^ • ' . 

and a series of diverse products, ; «j' 
* identify the possible effects of y 
6^ch pricing strategy on the suc- 



cess and profitability of the 
product. 

13. Given a product, identify the factors 



considered by the manufacturer in ^ ^WWrX^. JfjJU 
determined the ' price of the fr^ ? * " 

product. 7 ^*" . ' ' 

, SUGGESTED ACTIVITIES ' ' 

7* 

L For the Instructor: ' 
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A, Determine and discuss unit objectives* 

B, Prepare audio-visual materials, 

C, Collect resource materials and deter- 
fc- mine resource persons. 

D, Assign readings, 

E, Prepare assignment sheets, 

. F. Evaluate student achievement, 

II, For the Student: 

t 

A, Review unit objectives,' 

B, Read assigned- manual and resources, 

C, Researchf careers in product 'planning, 
O, Complete* assignments, 

E, Take test, , < 



INSTRUCTIONAL MATERIALS 
L Included in this unit will be: 
• A. Audio-visual materials. "^J^ (^U^^ld2^ £ > 

B. References and texts. ^l^^^^ri t&*J*^ 

C. Tests. . ( BrjJb^ Qbl uU- "aS^S*-- 

D. Answeis to tests. ^ yjQAJc , ^7%LoO ^ I OQO I 
L References: 

Mason, Ralph E., and Patricia Mink Rath. Mar- 
keting and Distribution! 3rd Edition. 
New York: Gregg Division McGraw-Hill 
Book Company, 1980. .-. 
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Nye, Bernard C. Prdduct Planning, New York: 
Gregg Division McGraw-Hill Book Com- 
pany, 1973. 
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INSTRUCTOR'S NOTES 



V-l. ADVANCED SELLING 
Suggested Tinje: 10-15 hours 



INTRODUCTION 
Creative selling is that discipline which sepa- 
rates the ordinary salesperson from the extra- 
ordinary one. The learning opportunities in this 
unit indicate to the student this fact and that 

his success on his job is directly related to his 

' ' ' N 

ability to be creative. 



^rrvx^^y Cb-OX^ (l^udj 
^bfauu; AxJUbUc^ . 



GOAL 

Upon the completion of this unit the student will 
be aware of the importance of the tasks that are 
to be performed, the conditions under which 
J^-these specific tasks are to be performed, and the 
standards of minimal acceptable proficiency 
assicuated with those tasks in creative selling. 
He will also become aware of the many career 
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INSTRUCTOR'S NOTES 



opportunities available in tbe field of creative 
setting and the benefits that can accrue to him. 



PERFORMANCE OBJECTIVES , 
After completing this unit the student wilt be 
able to: . [ 



9 , 
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1. Identify the specific marketing mi* 

and select arid justify a channel of 
distribution. 

2. * Develop a selling*strategy which .in- 

cludes the channels of distribution 
and the typed of saresmen nefeded , ^ , 

to sell a product in a given, market, * 

3. Welcome the -customer, determine the - K 

need, present suitable merchandise, * - 

. (Overcome any sales resistance, and- 

close the sale. . , . * 

* » 

4. Increase the size of the sale by using ^ r ^p VJUJ ^ djL^M^QJ^ 

an appropriate form of suggestion (Jjjc\^UU<^ /G^^^^^? - ^^ 
selling. 

5. Plan an effective approach, present 

and demonstrate the right product, % 

and tflose the sale »to an industrial I • % 

buyer. • 



in 
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6. Identify the chief buying motives of an ^ . , . i ■ 
industrial buyer and relate these • _^ ■ . ^ » a 
motives to a product that will sat- sjj-jt jpaa 

• t } ^"isf y his needs. - 

7. Determine a* basis for understanding the 
telephone customer's point of view 

and settle any complaints to the * 
satisfaction of the business and of 
the customer. 

8. List the product features and potential \ . • 
customer benefits for a specific >^ oi^^ 

product. 4 ^^AjaJbu^ (LeovtUAij 

9. Qualify each prospective customer in 
terms of want or need for a parti c- 

ular p"ro'duct, ability to pay, author- ^^Wx^L, J^fYi^JjM^ 
ity to buy, and accessibility to sell. H Jkx5tiL*u^fe 
]J|?. Prepare an effective customer list and , f 
suitable itinerary for a given , , • 

territory *. . ^ryajL^ou OAJJitdaAJ jbsti . 

11. Establish and maintain an effective 
set of customer files. 

12. Prepare a meaningful sales ' perform- 
. anfce analysis. * * 

13. Develop an appropriate compensation 
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plan for a sales force handling a 
specific product. 



INSTRUCTOR'S NOTES 



SUGGESTED* ACTIVITIES 
L For the Instructor: 

- r A. Determine and discuss unit objectives. 

B. Prepare audio-visual materials, 

C. Collect resource materials and deter- 

mine resource persons, 
- D, Assign readings in texts and manuals. ' 
E. Evaluate student achievement. 
II. For the Student: 

A* Review unit objectives. 

B. Read assigned texts>afid manuals. 

C. Research careers in creative selling. 

D. Prepare a sales presentation as out- 

lined in the latest DEC A Handbook. 

E. Take test. 



INSTRUCTIONAL MATERIALS 
L Included in this unit: 

A. Audio-visual materials. 
• B. Texts and manuals. 

C. Tests. 

D. Answers to tests. 
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INSTRUCTOR'S NOTES 
IL References; ^ . 

DECA Handhpok. Distributive Education Clubs of 

America, Inc., 1908 Association Drive, f 

Reston, VA 22046, 1981. 
Ernest, John W. Creative Selling; 2nd Edition. « 

New York; Gpe£jg Division McGraw-Hill 

Book Company, 197E/T 
Modern Sales Techniques. An instructional 

manual from the University of Ohio, 

Columbus, OH 43210, 1968. 
Mullikin, Eleanor W. Selling Fashion Apparel. 

"Cincinnati, OH; South-Western Publishing 

Company, 1971. 

.* r . • 
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V-2. .CUSTOMER SERVICES 

Suggested Time: 5-10 hours 
I 



INTRODUCTION 



J 



in^he field of retailing, customer services are no 
longer confined to such minor efforts as offering 
free parking, gift wrapping, and delivery. The 
revenue earned from all type's of services is be- 
ginning to rival the revenue earned from the Sale 

of merchandise. This unit emphasizes those cus- 
* 

tomer services chiefly i3enfcified ^/ith retailing 
' business es. 




At r -the completion ^ this i/nit the student will 
be* aware, of customer/servfcfes as they relate to 
retailing. He -will ha veajk oowledge of job ac- 
^ tivities^imd^aree^ pO^piities m this particular 
area of retailing. 



^ ■ 
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INSTRUCTOR'S NOTES 

r 

o 

PERFORMANCE OBJECTIVES * 
After completing this unit the student will be ; 
able to: *V 
1* List the customer services used to 

lupport the sale of a product and ' , 

identify those services which are 
profit centers. 

2. Identify a useful role for customer 

services for a given business. '(^^'(V^W^2> ^^^^ 6!)lU ^ 

3. List .the-methqds used to provide con- f l^9<f^ ( -nD<9^ u ^' 

v sumer credit offered by "a retail yj^ qJ ' s & QMAjJroJ^ ' 

. store. ' • b dhoMLdXx^- £) (la^aQ^XU- 

4. List the sources of credit information 

and identify those used in investi- n ' \ ' -*-'„.•> 

- gating' applicants for' mercantile (^-J^ruJ CL- (LAjiJj^t /OXJOlAjJ^ 
credit. . . 0 ^ Ca^UCtLd./ ' • 

5. List the customer-service jobs that are ' ]J[ Qyyji^ ^vC7Jl>U^£m^ ($iM&Jls*X& 

associated with the credit' field. HjlAJUDJ^cM^ (LOAXtA^ L^J OMd^ . 
'6. Devise and implement a collection pro- • § 

■ cedure to gain payment from a de- 

- " lihquent customer. \ ^4\jX^JLLAJ>y^4^ (Lu^fewMJ • 

7. Identify the merchandising-handling 



services that a firm might 'provide. O^*^*-^ hjU^M^lA^U ^ C^i^J^ 
to gain customer good will. " ^J^ffi^t , ^4^^^ 
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* ' 1'' 

8. Distinguish between the accommodation 
* services offered to the consumer 
i and those offered to the industrial 



user* 




9. Identify - the accommodation services jQjdLL&M^ ) fi^&AXL<^ CLyf<jk^ j£ 

that a retailer, a wholesaler, and a ^(VxJikj^ <^M^^ 
manufacturer might provide to gain « . < 

increased customer patronage. ; «jpj^» ^ k»J^ 

10. Distinguish between* informational and ^oJUuls jCu^ck-&As jZ^ae^xu^^<LC^u^ * 

advisory services offered to the (f~ 

firms. 



[consumer and those offered to busi- ... , 

11. Identify the informational and adviso- ^ ~&-i^<uJ<fv^^ 11 

ry services that ? retailer, a whole- ^crrruL, JL^a^ry^pJbu^ UJ~frvJtt 
saler, and a manufacturer might ex- ^OoJXtjf^ ^M^^ 

tend to customers. , bj^^t^ /&LCkY)(j±T tnu j^ucf 

12. Distinguish between thlSse customer ^^uJ?^^ ■ 

i 

shopping conveniences offered "by a 
large retailer and those offered by 

a small retailer. v 

¥ 1 

13. Identify the customer shopping con- [^-Ayvuu (^xiudj^Xo. dbu^UjJUU 

veniences that a supermarket, and a-.. v f^i' (LAyns\A£MJVLA^(ULaJ 

"">^ department store might ' offer to OUxJ^ CUXCJ^- O^L/ . 

4 • chM.UJUJLj- ' 



customers. 

14. Distinguish between those items of ^ 
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INSTRUCTORS NOTES 

equipment that would b£ rented to 
- - business firms and those that would 

be rented to consumers. 
15. Distinguish between those customer 
services -related to consumers aftl 
-those related to business customers. 

SUGGESTED ACTIVITIES 
I. For the Instructor: 

A. Determine and discuss unit objectives. 
8. Provide students with reading assign- 
ments and study guides. 

C. Prepare* anci use audio-visual materials. 

D. Collect resource material and deter- I^jJJjUu /^UAjl^u^^ ^oJJi(U^ <L> 

mine resource person(s). c^O(LaJL CajlJ-J-^ /bjy^JZ^ * 

E. Arrange a field trip. 

F. Evaluate stucjent achievement. 
II. For- the Student: 

A. Review unit objectives. V 

% 

B. Read assigned texts and manuals. 

C. Participate in class discussions. a fk 

> 

D. Relate how this unit?, is relevant to his n 

career goal. 

E. Take tests. ' - , * 
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INSTRUCTOR'S NOTES 
INSTRUCTIONAL MATERIALS ' ' 

L Included in this unit will be: 

A. Pretest. . 

B. References and texts. , *. • < 

C. Transparencies and other audio-visual 

materials. " *~ 

0. Study guides. 

E. Tests. 

» 

F. Answers to tests. 
II. References: 

Buc|<ner, Leroy M. Customer Services; 2nd c ^ 
Edition. New York: Gregg Division 
rylcQfaw^htn^Book Company, 1978. 
. j Mason, /Ralph E. and Patricia Rath. Marketing 

and Distribution, 3rd Edition. New York: m ^ 

Gregg Division McGraw-Hill Book Com- 
pany, 1980. 

- Reich, Edward, et- al. - Basic Retailing in * 
Distribution. Pitman Publishing, Corpo- 
ration, 1970. 

3 ?' \ 
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V-3. FASHION MERCHANDISING 
Suggested Time: 5-10 hours 



INSTRUCTOR'S NOTES 



INTRODUCTION 
Training in fashion merchandising will enable the 
student to develop an understanding which will 
enhance his pleasures of life and provide solid 
background knowledge and skills for such career 
opportunities as fashion marketing, advertising, 
the display arts, or interior decoration. 

GOAL «k 
After completing this unit the student will be 
dware of the place of fashion in many things- 
clothing, home furnishings, automobiles, cos- • 
metics, opportunities in the field of fashion 
merchandising and mobiles,"* cosmetics, .and 
opportunities in personal apparel. 



9 
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INSTRUCTOR'S NOTES 



PERFORMANCE OBJECTIVES 
At the completion of this unit the' student will 
be able to: • 
1 • 1. List the .major fashion centers and 
their individual ^optributions to the 
fashion industry. • ' 
2/ Describe the effects that fashion has' 

t f on our American way 'of life. 
.3. Describe recent changes of attitude 
J> toward fashion] b^ "both men , and 

women. ( 

4. Outline the stages of the fashion cycle. 

• < * ** 

-5. Describe the changefc^that have taken 
plade in the retailing of fashion 
- apparel". * 

r 6. List several special buying consider- 
. t 

ations a fashion buyer would have 
that a buyer of staple good? would 
not be concerned with, i 
7/ Identify the major design periods in the 

history of clothing. , / \J| 
8. Define special fashion terms used in 
the study of this unit. 
• 9. Identify various sources of fashion 
* ideas. 
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10, List the, factors- that affect the 
development of -a fashion. _ 



SUGGEST ED ACTIVITIES 

L For 



y \ 

)rf the Instructor: 
**A. Determine ai 



and discuss unit objectives* 

B. Provide 'student with reading assign- 

ments and study guides, 

C. PrepareNind use audio-visual materials; S^jJ^^j S^^^ 

F. Evaluate stgdent performance. Qj\UL> VQxu^^^^ ^^4^ 



II. For the Student: 

A. Review unit objectives. 
B# Complete reading assignments and case 
studies. 

^ C. Research career possibilities in fasWfJn^ 

merchandising* 

i' 

D> Take test. * 1 » 

» . » 

* INSTRUCTIONAL MATERIALS 



L Included in\his unit will be: 
* A* Pretest. \ 
B. Case studies. 
4 Cm Information sheets* 
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D. Texts and manuals. 

E. Audio-visual materials and transpar- 

encies. • , 

F. Tests. 

G. Answer sheets. 
II. References: ' 

Everhardt, Richard. Men's Furnishings, Instruc- 
tional manual available, from the Univter- 

V 

sity of Ohio, Distributive Education 
Materials Laboratory, ^olumbus, OH 
43210.' 

Harris, E. Edward, Warren G. Meyer, and Peter 
G. Haines. Retailing Principles and Prac- 
tices: > 7th Edition. New York: Gregg Di- 

. J 

„ vision McGraw-Hill B&ok Company, 1982. 
Lester, Katherine tylorris and Rose N. Kerr. 

Historic Costume: 6th Edition. Peoria, 
^ IL: Charles Ar Bennett Company, 1967. 
McDermott, Irene E. and Jeannie L.* Norrisi - ' 

Opportunities in Clothing: Revised' 
♦ " Peojia, IL: Charles A. Bennett Company. 
Merchandising. Instructional manual available 

- from the University of Texas.* 
Mullikin, Eleanor W. Selling Fashion Apparel. 
Cincinnati, OH: South-Western Publishing 

* » * 
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Company, 1971. 
Toth, Elizabeth Ann. Mystery of Selliriq to 
Women. Instructional manual available 
from tfie- University ofJDhio, Distributive 
Education Materials laboratory, Colum- 
bus, OH. 
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V-4. FRANCHISING 

f 

Suggested Time: 3-5 hours 



\ 



INTRODUQ-ra ON « 
'During- the past few decades^^francfjising has 
rapidly grown and today franchise operations 
h&ve become an extremely important part of our 
business community; This unit . emphasizes the 
importance of the. role franchising plays in the 
American economy. } 



GOAL 

Uporf completing this unit the student will be 

/ 

aware ^of the career* possibilities in the fiera of 
* franchising. He will have ah understanding of the 
function of franchising and will be familiar with 



the various methods, techniques, and concepts of 
t ^franchising. • « 
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PERFORMANCE OBJECTIVES 
At. the completion of this unit the student will 
be able to: - ■ 

J.. Define franchising as it relates to: 
au Products. 

b. Entire business enterprises. 

c. Franchise operation* 
2. List the advantages of franchising: 

a. To the franchisor. 

b. To the franchisee. 
< 3. List the' disadvantages of franchising 

- a. To the franchisor. 



INSTRUCTOR'S NOTES 



) 



b. *fo the franchisee. 



4. Identify sources of franchise .oppor- ^Ou/Jt B^^O 1 ^^^ 



duAi 



5, Determine the franchisee's need ior ^&^vc£- S^tiJc 

6«/fitentify sources df financial assistance sJljjctkju 7VtfiAx ^(JKl^^ WTV^Lf^^^ 
available to a prospective iA x \ * f r t ^\ k 

franchisee, r 

1 v i - 

7. Determine sources of management and 



technical ai 
franchisee. 



available to a 



4d duuoL (^"ji^oMMsiUl 
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SUGGESTED ACTIVITIES 



■ \ 



INSTRUCTOR'S NOTES 



L For ,the Instructor: 

A. Determine and discuss unit objectives. 

B. Provide students with - informatioo 

sheets and study guides* 

C. Prepare audio-visual materials and 

transparencies* 

D. Collect resource materials and deter- 

mine resource persons* 
E* Evaluate student achievement* 
nfV^the Student: 

A* Review unit objectives* 

B. Read assigned texts and manuals* 

C. Take field trip or use a resource 

person. 

D. Participate- in class discussion* 

E. Relate how t this unit is relevant to his ' ^[y\J3iy/\^ 

career goal. - * (Lb-&1>^^ JL^<^dl^(dv^^ 

F. Take tesfc. * ^MU^L^tU^ 



v INSTRUCTIONAL MATERIALS 
L Included in this unit will be: 

A. Transparencies and filmstrips. 

B. References and texts. 

C. Audio-visual materials. 



/■ 
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D. Tests, 

E. Answers to tests, 

* 

II. References; 

Ely, Vivian King and Michael. Starting Your 
Own Marketing Business: 2nd Edition. 
New York: Gregg Division McGraw-Hill 
Book Company, 1978. 

Franchising. Instructional manual available from 
the University of Ohio, Distributive Edu- 
cation Materials Laboratory Columbus, OH 
43210. 

Franchising. , Small Business Administration 

Instructor's Manual, Topic Eighteen, 

United States Government Printing Office, 
* **• 

Washington, D. C. 
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V-5. LAW OF CONTRACTS 
Suggested Time: 5 hours 

INTRODUCTION 



Standards governing conduct while selling 
products are set both by laws and regulations of 
public " authorities and by codes of ethics 
^developed by business, itself. To do his job well, 
the marketing - student must have a working 
knowledge of business law. Of particular 
' importance to him are the laws of contracts and 
sales. This unit will be 'devoted -to this topic and 
its rplationship to the marketing student's career 
objectives. 



A 



GOAL 



At the completion/of this unit the student will 
4 

understand the laws of contracts and .sales and 
will be aware of the importance of using ethical 




0 
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CONTRACT ASSIGNMENTS 

t t 

Contract requirements: 

* 

!• Complete, five (fcr \en) case studies as assigned by the teacher. 

JL Complete heading assignments as assigned by the teacher* 
« « • 

***■■# * ' 

3. 'Prepare an essay on the resource person's visit to the class, (or field 
. trig, etc.") . " y 

f 

Contract electives: / 

1. InteVview a lawyer on, contract procedures. - 

2. Draw up a sample partnership agreement for a new business. 

3. Explain (in essay form) 'why marriage can be considered -a contract. * 

4v Explain (in essay form) how and why the marriage contraCT^may be 
discharged. ' • y 

\ 5. Draw up arfd label the parts of a sample contract. ' . 

6. In a cartoon scene, depict a reason why a contract would be rescinded. 

7. Prepare and exolain to the class a teaching bulletin board on contracts. 

8. Prepare and explain to the class a teaching bulletin board on partner-*^ 

ship agreements. * 

9. Write a courtroom scene for settlement of the following situation. 

Be ready to defend your actions.' 

Margaret contracted with Charlie to buy 1,500 pairs of pants to sell at^hfr 
boutique/ When the date specified in the contract for the delivery of the pants 
arrived/ Charlie announced that he would not .deliver the pants. In order to have 
pant$*to sell, Margaret had to byy lower quality pants and did not make ae large a 
profit as she had hoped. She sued Charlie for her. damages. Jn awarding* damages to 
Margaret the jui*y would havfe £o , estimate' what profit she might have made on the more 
expensive pants^ 

< GRADING: ' * , ■ # 

'To earn a D on the contract section, a student,must "complete satisfactorily 
al,! pf the requirements and one elective. ^ 

^ To earn a C on the contract section, a student must complete satisfactorily 
all of the requirements and two electives. 

i ' ; . J* * . ; • 

To earn a „ B on the contract section, a student must^ complete satisfactorily 
all of the requirements and three electives. 

' i - 

To earn an A on the contract section, a student must complete satisfactorily 
all of the requirement's and four electiyes.' , 

. : . .* C v ■■■■ ' 
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CONTRACT 

It , ' * , bei N ng of .sound imi nd arid 

" (*st.udent name) ' 7 

body on this < day of ' ^_ 

~ ~ "(da £ e > ' ~ (month ) ( year ) 

do fully understand the terms of the contract system which y/e 

shall use this perio*d while we are studying . 

: ( sub j ect ) t 

I under s t^hcf that to earn a D 1 .mus t compl ete satisfactorily 

all three of the requt remerrt s plus one elective. It t-tf*{ny 
* m 

goal to earq, the grade of, ; therefore, I agree to 

( grade ) s • t 

complete the following; * f 

( 



\ 



-i r 



I also understand that these items must be completed on 

• i 
or before' the date of • v . 



. ' ' (date df un iit 'comp I et i on ) " — 

I realize that if, I turn any item in early, and it is not 

satisfactory, I shall have a,n opportunity to^redo it. 

. I also understand that I may not* make ,^ grade 'higher 

than the grade for which l have co-rttracted. If I contract a 

gr ade , I mus t do my u trnos t , bar r i ng any urvf or eseen c i r cupi- ' 

'stances, to carry out the /requirements to earn such grade. 



) 



(Student's signature)^ ' 
(Teacher's signature) 



v-sf • 
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conduct in 'Business, He will know why the 
statute -of frauds was enacted* i 
I 1 4 i . ' - 

PERFORMANCE OBJECTIVES 

Whfen completing tftis unit the student will be 
able to: 



^TRUSTOR'S NOTE 



' 1- List the 5 essentjals^fjan enforceable ^^J}j44^jjt LfnOJrXaXy^ ^ 

contract. . , ' - 4-<^lL ^(LO^C&jQ-Ct _ 

, >2. Define a contract, and give "an example, * 

•of^a legally -enforceable contract* (X^j^tyr^ fi^ Jbj^oJi (16^^°^' 

Define ' legal terms ^applicable to ( ' '* ? * 




contracts* 

< 

4. Distinguish between .leg^I and illegal 
*t- * - 

' k% contracts ^and" be able to fist exam- 

ples^of each, K 1 

5. List the.typefc of agreements that must 

be evidenced in -writing fo make a v ■ f / 

/ ■ ' ( 

.contract legally enforceable* 1 4 1 * ' ^ \ 

• • 6 ' ^ 8ev7ral> W8yS a . C0ntr8Ct ?*> be ^c^vjtUM^W^ 

^ discharged.^.. ^ . ■ ^ (^^^ 

SUGGESTED ACTIVITIES ' * N ' N » ' 

* y L For/ the Instructor: t ' 

, A. Determine and disciliss unit objectives. ' * >^ , 
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INSTRUCTOR'S NOTE 

B. Prepare information sheets.- < - 

/ * 4 

* i * ' 

C. Prepare and use transparencies. » * * , . 

D. Plan for resource person. _ „ * • 1_ , . ft '• ..J/-. 

T -^U^c^j ^X&O-^ Z^CtA^&V ^i<a^- 

E. Prepare case studies.' ' . * t&UlcL Q^UjjJLK 

F. Assign readings from text. O^xds^X^ ^TrxOuX -A£U^ ' 

G. Evaluate student aWie vement. 



II. For .the Student: 

A. Review unit objectives. 

B. Study information sheets. ' 
C?^Complete reading assignments. 

D. Complete case studies* 

x ? 

E. Participate in resource person's ques- 

tion and answer period. 

* * * 

F. Take test. 



INSTRUCTIONAL MATERIALS 



> 



L Included in this unit will be: 

A. Pretest. 

B. Information sheets. 

C. Case studies and solutions. 



% r 

D. Transparencies fljnivers 



ity of Ohio). l ^U-^) ^uxdjU' -froAj ^UuL 



E. Tests. *v- • ' 

If. Answer sheets. 1 
II. References: > A 
Law of' "Contracts. Course outline. University of ■ 
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r 



7 



x • Ohio, > ^istributivqu Edycqtion* Materials 
Laboratory, Columbus,. OH, 1974. 
. * Wingate, John ,W. and Carroll A. Nolan, Funda- 
mtentals of .Selling: \ 10th Edition. ' Cin- 
c^mati, OH: South-Western. 'Publishing 
Compah^, 1376. 

and Harold E. Samson. ' Retail 

» — ■ 

. Merchandising: 9th Edition. Cincinnati, 
OH: South-Western. Publishing Company,. 



1982. 
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, V-6. WHOLESALING ' 

/ t . 

Suggested Time: 10-15 hours 



INTRODUCTION . 
The wjDplesaler plays a key role, in the channels 
of distribution amoYig producer's, rejtailers, and 
consumers. This is attested* to 1 by the fact that , 
wholesaling, has an annual volume in excess of 
$500 billion. This unit emphasizes competencies ^ 
needed for career advancement in the whole- 
saling field * • 



INSTRUCTOR'S NOTES. 



GOAL . 



At the completion of',this unit the student will 
be aware of the competencies necessary "for 
career entry and advancement in the wholesaling 
field. He will have /an understanding of the 
importance of its f unctionVin the American econ- 
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, omy. He will be familiar with the various meth- 
ods, techniques, and concepts of wholesaling. 

- * 

PERFORMANCE OBJECTIVES ' . 
' After bbmpleting this unit, thi ^student will be 
^ able to: * ^ 

' 4 1. Identify Jthbse marketing functions that 

'Sre most suitably performed by the 

• • 

1 wholesaler. 

2. ; Compare the industrial and consumer 

7 

markets served by the whplesaler. 

« * « *■ » * 

3. Identify the factors manufacturers must 

i 

consider in determining the channel 

i . . 

jtt distribution best suited to mar- 

i 

kfetir^ tHeir products. 

4. Identify the factors which affect the 

length and width of the channel of' 
4 distribution best suited to market- 

* ing a specific' manufacturer's * 
product. 

5t Determine how wholesalers add value 
' -to the goods they handle, thus 

_ bringing berief its , to the consumer. % 
6». Identify those marketing jotj3 asaoci- 
§teti with wholesaling. 



.. .. .. . V <' 



INSTRUCTOR'S NOTES 
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& - ^ v • * INSTRUCTOR'S NOTES ' 

•; f 
7. Distinguish between Sjose Job activities ' ^ J^X^^^M^" 

associated with buying, sales and /» i n . ^ A )' 

' promotion, office end custonr^erlser- ^ '-^ 



ERIC 



' vice, and merchandise handling^ as 

* 4 

they relat^ to wholesaling t j 

• ■ ( 
8. Select several customer services that 

are often very effective but not 

expensive for the wholesaler to 

\ provide. 



9. Identify the sources of . data that a " ^jjtf^^ ^bacjt JUU 
wholesale firm may, use in product 0^ 

planning and specify^ the method^ fyj^ (JiOSfc&L • ^ 
used to evaluate each source. 



10. Identify* the steps 9 wholesaler might ^^(^^ (LAo+m^ (UftwfoJ^^ 
tak||to (develop # potential private- cldjlAjJI^ uf2A^(JU> " * " 
labef product and market it. , \XaAmX ^s^^^-Jm^ 
ill* Identify the* methods a large whofe- % . f * 



" saler might use to check and record 
an incoming shipment; ^the types of 
materials-handling equipment used 



4o" store goods and pick orders. 

12. State and explain the inventory <neth- t&^(^^^ LAfl^o {Lt^b^^ 

ods specific wholesalers might use. 

13. Identify the promotion strsftegy'a 

^ocery wholesaler might employ. <fc 1 * « 

5 * ' • h 
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^ ' ~ ' ' . . INSTRUCTOR'S NOTES^ 

M; Identify the elements of promotion ' * k 

strategy a wholesaler in some other r 

- , % 
product -line might use. 



15. Identify the type or types of whote- 



af feet 'future career conditions in a 
selected, wholesale"' firm. 

><-■/'-' , 

SUGGESTED.' ACTIVITIES • 

0 

I. For the Instructor: 

- A. Determines and discuss unit objectives. 

B. . Pvpvide students ' with information 

sheets, study guides and job analy- 
* * sis sheets. 

C. Prepare audio-visual materials. 
• D. CoJlect resource materials. 

E. Determine resource persons. 

F. Plan field trips. 

G. Assign readings on careers in whole- 

• saling. 

H. Lead class discussions on job oppor- 

tunities in wholesaling. 



/ 



• * • sali.rtg~ v specialists "Jbest suited to. 

( i x i- ♦operAte'^'in each marketing tr,ans- 

V 

S actiory environment. 1 . . v 

*- * \> - 

"16. Identify the- industry trends that. will * ^ 



\ 
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I. Evaluate student^ achievement: 

/ 

a* Test, 
b. Manuals* 
II. For the Student: • 

A. Review unit objectives* / 

B. Complete reading assignments. 

C. Study information sheets and study 

guides. 

D. Indicate step-by-step plans for becom- 

ing proficient in a wholesaling 
cqpeer. Include plans for improve-** 
ment in school and at the training 
station. f 

E. Review career pamphlets and make 

oral presentation to the class. , 

F. Take test. 
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INSTRUCTOR'S NOTES 



' INSTRUCTIONAL MATERIALS 
I. Included in this unit will be: 

A. Information sheets. 

B. Study guides. 

C. Job analysis sheets. 

D. Audio-visual materials. 

E. Texts and manuals. 



2U2 
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INSTRUCTOR'S NQTES 

F. Occupational handbooks. 

G. Vocabulary list. ^ 
n. References: , 

Beaumont, J., K. Langan, and L. Taylor. Your , ' 
* Career in Marketing; 2nd Edition. New 
York: Gregg Division . McGraw-Hill Book 
Company, 1976. 

f » 

Ertel, Kenneth A. and Lawrence Walsh. > Whole- 
• " salinq and Physical Distribution: 2nd 

Edition. New York? Gregg Division 

V 

McGraw-Hill Book Company, 1978. 
Mason, Ralph E. aivl Patricia * Rath. Marketing 
ahd Distribution:^ 3rd Edition. New York: 
Gregg Division McGraw-Hill Book " Com- 
pany, 1980. 
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